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Chicago 


A  Fertile  Field  For  Food  Manufacturers 

Seven  thousand  retail  grocers  supply  3,000,000  people,  all  of  whom  are  located 
within  a  radius  of  40  miles  of  the  center  of  Chicago. 

Chicago’s  retail  grocers  believe  in  newspaper  advertising  and  are  quick  to  co-operate 
with  the  manufacturer  who  advertises. 

Chicago’s  people  are  responsive  to  food  advertising  in  The  Chicago  Tribune. 

What  4  Food  Manufacturers 
Have  Done  In  Chicago 

Following  is  a  brief  statement  of  what  four  food  manufacturers  have  done  in  Chicago  with 
Tribune  campaigns  and  assistance. 


Emmart’s  Pearl  Hominy 

With  confidence  in  his  product  and  in  the  assistance  The 
Tribune’s  Merchandising  Service  Department  would  render,  Mr. 
Emmart  concluded  to  invest  in  a  test  campaign  in  The  Chicago 
Tribune.  Before  negotiating  with  The  Tribune  “Emmart’s  Pearl 
Hominy’’  was  on  sale  at  /SO  stores.  On  the  strength  of  the 
proposed  Tribune  Campaign  Mr.  Emmart’s  salesmen  were  able  to 
increase  this  number  to  about  1000.  Previously  several  jobbers 
had  refused  to  handle  his  product.  After  the  advertising  had  been 
running  a  short  time  these  same  jobbers  recognized  a  "live  seller,’’ 
and  are  now  filling  orders  as  fast  as  they  come  in.  Old  and  new 
dealers  alike  report  a  satisfactory  volume  of  sales.  This  advertising 
has  been  running  but  a  short  time,  yet  Mr.  Emmart  reports  that 
his  sales  have  doubled  over  the  same  period  last  year. 

Airline  Honey 

“Airline  Honey’’  was  practically  an  unknown  product  m  the 
Chicago  market.  On  the  strength  of  a  proposed  Tnbune  campaign 
the  A.  1.  Root  Company  were  able  to  secure  750  dealers  to  handle 
their  “Airline  Honey.’’  Since  the  advertising  began  they  have  in¬ 
creased  this  number  to  about  1000.  The  sales  to  date  on  “Airline 
Honey”  through  these  dealers  have  run  well  up  into  five  figures. 


Pillsbury’s  Health  Bran 

This  bran  is  a  new  product  just  put  on  the  market.  The 
advertising  began  in  The  Tribune  February  1.  Proofs  of  the  ad¬ 
vertising  were  furnished  the  salesmen  to  submit  to  grocers,  and 
although  the  campaign  is  only  one  month  old  (March  1),  over 
1200  dealers  are  selling  “Pillsbury’s  Health  Bran.”  In  instances 
where  it  was  difficult  to  secure  a  one-case  order, — the  retailers 
being  inclined  to  await  a  demand, — repieat  orders  as  large  as  10 
cases  were  received  before  the  campaign  had  progressed  ten  days 

Pioneer  Minced  Sea  Clams 

This  product  had  been  on  the  market  for  a  number  of  years, 
and  at  one  time  enjoyed  a  large  sale  in  Chicago.  However  of 
late  years  there  had  been  no  unusual  selling  effort  behind  this 
product,  with  the  result  that  the  sales  had  dropped  to  a  stagnant 
stage.  Deciding  to  revive  the  popularity  of  this  product  salesmen 
were  sent  out  to  call  on  the  trade,  equipped  with  proofs  of  a  pro- 
piosed  Tribune  campaign.  They  succe^ed  not  only  in  secunng 
co-operation  from  old  dealers  in  the  form  of  prominent  displays, 
but  were  able  to  open  many  new  accounts.  The  advertising  has 
been  running  for  about  three  months  and  Pioneei  clams  are  now 
moving  fast. 


We  Will  Help  You  Do  The  Same 

Through  its  Merchandising  Service  Department  The  Tribune  is  prepared  to  assist  any  adver¬ 
tising  agent  or  manufacturer  in  analyzing  Chicago — facts  and  data  on  which  to  build  a  successful  Tribune 
advertising  campaign  are  at  your  disposal.  This  department  has  helped  others,— it  can  help  you.fiIn 
writing  please  state  the  name  and  character  of  your  product. 

The  World’s  Greatest  Newspaper 

(Trade  Mark  Registered) 

Member  Audit  Bureau  of  Circulatiocis 

Eastern  Advertising  Office:  251  Fifth  Avenue,  New  York  City  Pacific  Coast  Advettinag  Office:  742  Market  Street,  San  Francisco 
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The  NEW  YORK 
EVENING  POST 


LEADS  all  the  New  Y ork  evening  newspapers  in 

the  Effectiveness  of  its  Advertisements,  as 
shown  by  the  amount  of  Display  Adver¬ 
tising  carried  in  proportion  to  Circulation. 

[See  Government  Reports  for  6  Months  Ending  April  1st,  1915] 

In  proportion  to  circulation  The  NEW  YORK 
EVENING  POST  carried  over  THIRTEEN 
TIMES  AS  MUCH  advertising  as  the  seventh 
■  paper  (which  has  the  largest  circulation). 

The  NEW  YORK  EVENING  POST  carried 

Nine  times  as  much  advertising*  as  the  sixth  papjer 

Eight  ''  ''  ''  “  “  ''  fifth  '' 

Five  ''  "  fourth  “ 

Four  ''  ''  ''  "  “  "  second  and 

third  papers 


Don't  let  tadk  about  “Class”  or  “Maiss”  confuse 
you.  A  newspaper  is  either  one  or  the  other. 
You  cannot  take  a  bottle  of  ink  and  throw  it 
into  a  barrel  of  water  and  still  write  with  it. 
Nor  will  the  taste  of  the  water  be  improved  I 


Next  two  papers  Pourth 

o  i  o  I  i 


A| 


Seventh 


J7l  I 


20  *Oesey  Street 
New  York 

McCormick  Bldg. 


THE  EDITOR  and  PUBUSHER 


AND  JOURNALIST 


Vol.  47,  No.  48. 


NEW  YORK,  MAY  8,  1915. 


10  Cents  a  Copy. 


SUNDAY  PRESS  ONE  CENT 


“But  that  was  many  years  ago.  The 


PAPER  TRADE  CONDITIONS 


novelty  of  the  big  issues  has  worn  off,  and 


CENSORED  TO  DEATH 


Frank  A.  Munsey  Cuts  the  Price  of  His 
New  York  Newspaper  From  Five  Cents 
to  a  Penny — Thinks  Public  is  Tired 
of  Big  Issues  Filled  With  Fluh-dub 
_ Will  Confine  Contents  to  News  Ex¬ 
clusively — Advertisers’  Experience, 

Beginning  May  23  the  Sunday  issue  of 
the  New  York  Press  will  be  sold  at  one 
cent  a  copy.  This  will  l>e  a  radical  de- 
iwrture  from  the  practice  that  has  been 
in  force  in  this  metropolis  for  many  years 
of  selling  the  Sunday  edition  of  all  the 
standard  newspapers  at  5  cents.  The 
Sunday  department  of  the  Press  will  be 
abolished.  The  last  time  the  experiment 
was  tried  of  publishing  a  Sunday  paper 
at  a  penny  it  was  by  the  Morning  Ad¬ 
vertiser  ih  the  middle  nineties  and  8<*ored 
a  failure. 

In  speaking  about  tlie  innovation  Frank 
A.  Munsey,  the  owner  of  the  Press,  said 
to  a  representative  of  The  Editor  and 
Publisher:  “I  have  carefully  analyzetl 
the  newspaper  situation  here  in  New 
York  from  every  angle  and  have  come  to 
the  conclusion  that  there  is  a  fighting 
chance  to  make  a  success  of  a  Sunday 
paper  that  is  sold  for  one  cent  a  copy. 
There  are  only  a  few  first  class  cities  in 
which  such  a  newspaper  could  be  made 
to  pay — such  cities,  for  instance,  as  Phila¬ 
delphia,  Baltimore  and  Chicago.  I  am 
already  publishing  Sunday  papers  in 
Philadelphia  and  Washington,  but  they 
are  afternoon  editions  and  do  not  there¬ 
fore  comi)ete  with  the  regular  morning 
issues. 

THE  METROPOLITAN  FIELD. 

“In  New  York  and  the  immediate 
vicinity  there  are  between  eight  and  ten 
million  people  who  can  be  reached  by  the 
local  papers.  Out  of  this  number  1  be¬ 
lieve  there  are  many  who  would  buy  a 
Sunday  newspaiier  that  is  filled  with 
news  instead  of  flub  dub,  and  costs  only 
a  penny.  I  purchase  all  the  leading  Sun¬ 
day  papers,  not  for  the  puriwse  of  read¬ 
ing  the  muss  of  feature  stuff  they  contain, 
but  b)  get  the  news.  I  throw  away  the 
sections  that  are  loaded  down  with  trash 
and  confine  my  attention  to  those  that- 
contain  the  news  of  the  day  and  hour. 

“I  believe  there  are  thousands  of  people 
in  this  community  who,  like  myself,  are 
tired  of  wading  through  a  mass  of  mat¬ 
ter  that  is  without  vital  interest  or  pur¬ 
pose. 

“The  Sunday  Press,  such  as  I  propose 
to  publish,  will  contain  a  minimum  of 
twenty-four  pages  and  will  be  the  best 
newspaper  issued  in  New  Y'ork.  It  will 
have  an  enlarged  dramatic  dej)artment. 
an  unusually  excellent  sporting  depart¬ 
ment,  a  very  strong  financial  department 
and  a  comprehensive  real  estate  depart¬ 
ment.  The  telegraph  and  lo<‘al  news  fields 
will  l)e  covere<l  by  the  ablest  writers  we 
can  secure. 

advertisers’  experience- 
“The  last  regular  Sunda.v  newspaper 
to  be  sold  for  a  wnt  was  the  Morning 
Advertiser  back  in  the  nineties.  The  ex- 
Iteriment  was  a  failure  and  the  reasons 
were  -not  far  to  seek.  The  regular  week 
day  issues  were  not  popular  and  com¬ 
manded  little  attention.  Hence  the  Sun¬ 
day  edition  even  at  the  low  price  at  which 
it  was  issued  made  little  impression  on 
the  reading  public. 

“Morwver,  at  that  time  the  big  Sun¬ 
day  editions  put  out  by  older  newspapers, 
with  their  colored  comic  supplements, 
their  sensational  special  articles  and  il¬ 
lustrated  features,  because  of  their 
novelty  made  a  strong  appeal  and  com¬ 
pletely  overshadowed  the  Sunday  Morning 
.\dvertiser. 


the  public  18,  I  believe,  tired  of  the 
less  pages  of  miscellaneous  matter  with 
which  the  Sunday  papers  are  now  filled. 
The  proof  of  this  is  seen  in  the  notable 
decline  in  the  circulation  of  nearly  all  of 
them  here  in  New  York.  If  such  papers 
as  the  World,  the  American  and  the 
Herald,  which  command  the  services  of 
the  best  artists,  the  most  famous  writers 
and  u.se  the  costliest  methods  of  color 
printing,  cannot  hold  the  circulation  they 
once  had,  what  chance  has  a  later  comer 
in  the  field,  like  the  Press,  to  comjiete 
with  them  upon  their  own  ground? 

“As  I  have  already  said  I  have  analyzed 
the  situation  with  much  care  and  have 
considered  it  from  every  view  point,  and 
have  finally  concluded  that  what  the 
public  want  is  not  more  reading  matter 
in  their  Sunday  newspaper,*  but  less,  and 
of  better  quality.  The  news  of  the  day. 
when  properly  written  and  presented,  is 
more  appealing  to  the  average,  intelligent 
man  or  woman  than  anything  else  that 
can  be  given  them  in  a  daily  newspaper. 
It  is  because  of  this  fact  and  in  response 
to  what  I  believe  is  an  urgent  need  that 
the  Sunday  Press  will  be  devoted  solely 
to  the  publication  of  news.  I  may,  of 
course,  be  mistaken,  but  the  correctness 
of  my  conclusions  can  only  be  determined 
by  giving  the  exiieriment  a  fair  trial,  for 
after  all  an  ounce  of  experience  is  worth 
a  pound  of  theory  at  any  time.” 

CARS  STRIPPED  OF  “ADS.” 

Brooklyn  Rapid  Transit  Company  Tears 
Out  Every  Card  in  Quarrel 
Over  Contract 

Failure  of  the  Brooklyn  Rapid  Tran¬ 
sit  Company  and  the  Intercity  Car  Ad¬ 
vertising  Company  to  agree  on  a  new 
contract  led  to  one  of  the  oddest  situa¬ 
tions  that  has  been  met  with  for  years 
in  an  American  city. 

At  midnight,  when  the  old  contract  ex- 
pireil,  the  railroad  company  sent  out 
large  forces  of  men  who  stripped  every 
advertisement  from  all  its  hundreds  of 
cars  and  scores  of  stations.  Every  pos¬ 
ter  was  covered  up  with  blank  white 
paper  and  all  the  newsstands  were  closed. 

The  railroad  company,  taking  the  stand 
that  the  prices  provided  in  the  old  con¬ 
tract  were  ridiculously  low,  refused  to 
renew  the  contract  and  the  advertising 
company,  which  had  an  option  to  renew 
the  contract  for  five  years,  refused  to 
submit  new  and  higher  figures. 

Lafe  Young  Arrested 

Ijafayette  Young,  editor  of  the  Des 
Moines  Iowa  Capital  and  former  United 
States  Senator,  who  is  acting  as  war 
correspondent  for  his  pa|>er,  was  ar¬ 
rested  at  Innsbruck,  .Yustria,  on  May 
on  a  suspicion  of  espionage.  When  his 
captors  found  out  who  he  was  they  re¬ 
leased  him  and  apologized  and  he  is  re- 
porteil  as  having  no  complaint  to  make. 

Ljinsing  Evening  Press  Sold 

Ard  E.  Richardson,  former  mayor  of 
Saginaw,  has  purchased  the  lAtnsing 
Fivening  Press  of  William  Thomson  of 
Battle  Creek,  and  will  take  immediate 
iwssession  of  the  newsiiaper  property.  He 
will  make  Lansing  his  home,  and  plans 
to  move  there  in  the  near  future. 

Mr.  Richardson  has  been  a  resident  of 
Michigan  all  his  life,  having  been  born  in 
Saginaw  where  he  was  educated  in  the 
public  schools.  He  later  attended  the 
University  of  Michigan,  being  a  graduate 
of  the  engineering  department.  He  is 
largely  interested  in  timlier  lands  in 
Michigan  and  also  in  the  West. 


Mills  Running  at  Slightly  Less  Than 
Normal  Output  -  Future  Bright 

News  paper  manufacturers  throughout 
the  country  are  today  running  tlieir 
mills  only  IS  per  cent,  below  their  full 
production,  and  are  convinced  tliat  by 
fall  conditions  will  have  returned  to  nor¬ 
mal.  The  manufacturers  were  particu¬ 
larly  hard  hit  by  the  war  because  of 
the  number  of  foreign  newspapers  which 
suspended  publication,  since  they  could 
get  no  paper  to  prin.t  on,  and  also  be¬ 
cause  of  the  decrease  in  the  number  of 
pages  printed  by  American  papers,  due 
to  their  loss  of  advertising. 

Commercial  business  has  improved  so 
steadily  in  the  past  two  or  three  months 
that  the  publishers  of  daily  papers  are 
commencing  to  get  back  their  lost  ad¬ 
vertising  and  are  beginning  to  increase 
the  iiumlier  of  pages  of  their  publica¬ 
tions.  When  the  war  is  over  the  presses 
of  the  foreign  newspapers  are  bound  to 
resume,  and  when  they  do  foreign  pub¬ 
lishers  will  have  to  depend  upon  the 
news  mills  of  the  L’nited  States  and  Can¬ 
ada  for  their  supply  of  newspaper.  This 
means  that  when  the  crop  of  orders  does 
come,  it  will  l>e  in  abundance. 

It  is  claimed  that  the  tariff  has  had 
a  disastrous  effect  on  the  sale  of  news 
paper.  For  the  last  eight  months  of 
1014  there  were  216,754  tons  of  news 
print  and  cheap  Iniok  paper  imported 
from  foreign  countries,  with  a  value  of 
$8,485,614.  This  is  a  serious  burden  for 
one  comparatively  small  industry  to 
I)ear  and  the  manufacturers  are  appar¬ 
ently  justified  in  looking  forward  to  bet¬ 
ter  things,  when,  with  all  these  handi¬ 
caps,  they  can  still  run  their  mills  at 
such  a  smaller  percentage  than  their 
usual  output. 

Increases  in  freight  rates  on  paper 
from  New  England  points  to  New  York 
and  adjacent  places,  in  less  than  carload 
lots,  have  just  been  authorized  by  the  In¬ 
terstate  Commerce  Commission.  The  in¬ 
creases  range  from  6  to  12  cents  per  100 
pounds. 

The  commission  says  that  the  railroads 
asserted  and  the  protestants  admitted 
that  the  present  rates  from  New  England 
points  to  New  York  on  the  traffic  in¬ 
volved  were  abnormally  low.  The  in¬ 
creases  were  proposed  a  year  ago  by  the 
substitution  of  class  rates  for  commodity 
rates.  The  new  rates  become  effective 
May  25. 

ROY  L.  McCARDELL  WINS  PRIZE 

110,000  for  Photo  Play  Scenario  Goes 
to  New  York  World  Humorist 

Roy  L.  McCardell,  author  and  humor¬ 
ist.  who  is  on  the  New  York  Evening 
and  Sunday  World,  wrote  the  winning 
scenario  in  the  contest  just  closed  by  an 
assoidation  of  newspaiiers  in  c“onnectlon 
with  the  American  Film  Manufacturing 
‘Company. 

The  title  of  the  play  is  “The  Diamond 
from  the  Sky.”  Thousands  of  manu 
scripts  were  submitted,  and  one  of  the 
rules  specified  that  each  should  tie  signed 
by  a  number,  and  the  committee  that 
picked  the  winner  did  not  know  the  name 
of  the  author. 

Chas.  R.  lAing.  one  of  the  proprietors 
and  eilitors  of  the  Chester  Times  and 
Tlie  Morning  Republican,  of  Chester, 
Pa.,  has  bought  the  Passaic  Daily  Her¬ 
ald,  of  Passaic,  N.  .T.,  and  took  posses¬ 
sion  May  1.  He  has  a8so<‘iate<l  with  him 
two  or  three  prominent  newspaper  men 
in  the  ownership  of  the  Herald,  and  one 
of  these  will  reside  in  Passaic  as  soon 
as  he  can  make  arrangements. 


President  Roy  W.  Howard  of  the  United 
Press  Associations  Tells  WhyEnglisbmen 
Do  Not  Appreciate  the  Situation  at  the 
Front — The  Attitude  of  the  Germans 
Toward  Correspondents — Will  Irwin’s 
Thrilling  Description  of  Ypres  Battle. 

Roy  W.  Howard,  president  of  the 
United  I’ress  Asswiations,  returiuHl  to 
New  York  on  Monday  after  a  three 
months’  tour  of  the  United  Pre.ss  Bu¬ 
reaus  and  field  stations  in  England, 
France,  Russia,  Germany,  Belgium  and 
Italy.  During  the  tour  Mr.  Howard  vis¬ 
ited  the  front  and  the  foremost  trenches 
of  both  the  German  and  the  allied  armies, 
and  was  given  exceptional  opportunities 
for  first-hand  observation  of  conditions 
at  the  opening  of  the  spring  campaign. 

He  brought  back  with  him  to  America 
some  new  impressions  of  the  great  Euro- 
jieau  war  that  are  of  especial  interest  to 
journalists  everywhere.  One  of  the  most 
important  of  these  is  his  belief  that  the 
war  may  last  for  two  or  three  years.  The 
belligerent  nations  are,  he  says,  somewhat 
resentful  of  America’s  offices  to  bring 
about  peace,  and  want  the  government 
“to  mind  its  own  business”  and  let  them 
alone.  In  talking  with  a  representative 
of  The  Editor  and  Publisher  he  said : 
don’t  comprehend  the  price. 

“Up  to  this  time  the  average  English¬ 
man  has  not  comprehended  the  price  he 
will  have  to  pay  for  a  crushed  Germany, 
F^ngland  has  not  yet  suffered  as  Germany 
and  France  have  suffered  because  relative¬ 
ly  her  contribution  of  troops  has  been 
small.  The  press  censorship  has 
stupidly  prevented  him  from  getting  a 
thrill  that  would  come  from  a  full  knowl¬ 
edge  of  the  facts.  As  a  result,  England 
is  rapidly  approaching  a  point  where  she 
mnst  choose  between  one  of  three  courses 
— abolish  her  press  censorship  and  give 
her  newspapers  an  opportunity  to  double 
or  triple  the  present  voluntary  army 
through  a  stirring  of  British  patriotism, 
resort  to  conscription  and  in  that  way  ob¬ 
tain  the  needed  number,  or  make  up  her 
mind  to  abandon  her  ideas  of  decisively 
defeating  Germany. 

“Englishmen  have  been  accustomed  to 
a  free  press.  They  have  been  accustomed 
to  a  high  order  of  journalism — news}>a|ier 
stories  that  were  real  literature.  They 
have  been  accustomed  to  descriptive 
stories  and  to  writing  with  action  in  it. 
They  have  been  accustomed  to  lieiiig 
thrilled  and  to  having  their  emotions 
stirred  as  only  high-class  journalism  can 
'Stir  the  emotions  of  a  nation.  For  years 
this  situation  obtained.  Then  came  the 
Mar  and  England’s  great  crisis.  Over 
night  everything  was  changed.  A  press 
censorship  was  established,  the  stupidity 
of  which  is  nowhere  so  thoroughly  rec¬ 
ognized  as  in  Great  Britain  itself. 

SAFEGUABDINQ  SECRETS. 

“No  sane  person  in  England  objected 
to  or  protested  against  a  censorship  that 
M’ould  safe-guard  the  nation’s  military 
secrets.  What  they  did  object  to,  what 
they  are  objecting  to,  and  what  they  will 
object  to  until  the  evil  is  removed,  is  a 
press  censorship  which  has  roblieil  a  na¬ 
tion  of  the  thrills  and  patriotic  inspira¬ 
tion  to  which  it  is  entitleil  as  a  partial 
compensation  for  the  tremendous  sacri¬ 
fice  it  is  making.  What  Englishmen  ob- 
je<t  to  is  the  substitution  of  formal 
offii'ial  reports  written  by  government 
bureaucrats  and  crammed  down  the 
throats  of  a  news-hungry  nation  as  a 
substitute  for  real  news  prepared  by 
newspa[)ermen. 

•‘0\-cr  night  the  mental  diet  of  a  nation 
— the  mental  food  the  people  got  from 
(Continued  on  page  1037.) 
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NATIONAL  ADVERTISERS  IN  SESSION 


National  Assoriation  Holds  Its  Annual  Meeting  in  Cleveland — Half  the  Member¬ 
ship  Present — President  Tipper’s  Address — Work  of  Audit  Bureau  of 
Cirrulations  Approved — Interesting  Exhibit  of  Di¬ 
rect  Mail  Advertising. 


‘‘The  most  successful  meeting  the  As¬ 
sociation  of  National  Advertisers  has 
ever  held,”  is  the  unanimous  opinion  of  all 
those  representatives  of  membership  con¬ 
cerns  and  other  oflicials  from  their  com- 
jtanies  who  attended  the  semi-annual 
meeting  of  the  association  on  Thursday, 
Friday  and  Saturday  of  last  week  at  the 
lb>tel  Statler,  Cleveland. 

When  the  first  session  was  called  to 
order  by  President  Tipper  on  Thursday 
mornidg,  1U3  members  out  of  a  total 
membership  of  2*20  were  in  their  places. 
Subsequent  arrivals  brought  the  total  at¬ 
tendance  up  to  128  men.  At  the  last 
session  on  Saturday  morning,  114  mem¬ 
bers  were  present.  It  is  the  strongest 
index  of  the  value  of  the  association 
and  of  its  meetings  when  nearly  60  per 
c-ent.  of  the  entire  membership  from  all 
parts  of  the  country  attended  this  semi¬ 
annual  meeting. 

After  routine  matters  had  been  dis¬ 
posed  of,  President  Tipper  made  his  re- 
|K»rt  on  the  general  situation  confronting 
the  association  both  in  regard  to  the 
work  started  in  the  last  six  months  and 
its  future  development.  He  simke  of  the 
increasing  requirements  of  the  associa¬ 
tion’s  service,  upon  the  work  of  the  sev¬ 
eral  committws,  and  of  the  great  possi¬ 
bilities  of  the  association’s  work  in  con¬ 
nection  with  the  Associated  Advertising 
(1iil»s  of  the  World. 

association’s  work  unique  in 

CIIAKACTER. 

In  concluding  he  said  that  the  associa¬ 
tion  has  possibilities  of  becoming  the 
most  valuable  business  organization  de¬ 
voting  attention  to  the  sale's  and  adver¬ 
tising  end  of  business  that  exists  in  this 
country.  The  work  which  it  had  done  in 
this  connection  is  evidence  of  the  future 
Itossibilities  which  lie  within  it.  More 
than  ever,  he  said,  it  seemed  to  him  to¬ 
day  that  the  problems  before  the  manu¬ 
facturer  in  connection  with  the  sales 
promotion  of  his  goods  demand  the  co¬ 
operative  effort  which  is  secured  through 
the  business-like  organization  of  the  As¬ 
sociation  of  National  Advertisers  and  its 


strict  attendance  to  the  things  which 
count. 

He  said  that  while  he  looked  forward 
in  common  with  most  business  men  to  a 
great  improvement  over  the  present  de- 
pressetl  condition  he  did  not  believe  that 
it  would  be  possible  to  return  to  the 
former  careless  methods  of  marketing 
goods.  A  demand  will  be  made  upon 
manufacturers  for  increased  efficiency, 
for  increased  knowledge,  for  more  care¬ 
ful  investigation,  and  for  decision  and 
judgment  founded  more  firmly  upon 
searching  stud}’. 

These  probabilities  of  the  future 
spelled  the  possible  greatness  of  an  asso¬ 
ciation  of  the  character  of  the  Associa¬ 
tion  of  National  Advertisers.  There  was 
no  doubt  in  his  mind  that  today  it  gives 
to  its  members  a  service  greater  in  pro¬ 
portion  than  that  of  any  other  associa- 
Hon  in  the  marketing  field.  It  has  more 
vitality  and  it  possesses  more  potential 
energy. 

Secretary-Treasurer  Patman  made  a 
brief  report  on  organization  matters  at 
headquarters,  the  healthy  condition  of 
the  association’s  finances,  the  increasing 
membership,  and  office  plans  for  the  next 
six  months. 

CIRCULATION  AUDIT  W’ORK  SUCCESSFUL- 

The  Circulation  Audit  Committee  pre¬ 
sented  a  valuable  report  as  to  progress 
of  work  on  certified,  standardize  circu¬ 
lation  audits  since  the  annual  meeting 
last  October,  the  steady  success  achieved, 
and  the  future  development  of  the  plan. 

The  committee  said  that  some  confu¬ 
sion  existed  among  publishers  as  to  the 
attitude  of  advertisers  in  regard  to  audit 
reports.  The  association  approves  of  the 
A.  B.  C.  reports  on  circulations  and  pub¬ 
lishers  accept  them  without  question. 
The  following  resolutions  were  adopted: 

(1)  “Resolved,  That  this  meeting  express 
its  heartiest  appreciation  and  approval  of 
the  work  thus  far  accomplished  and  the 
methods  employed  in  circulation  audit  work 
by  the  Audit  Bureau  of  Circulations. 

(2)  “Resolved,  That  it  is  the  sense  of 
this  tneeting  that  we  urge  all  members  in 
placing  their  individual  advertising  to  pro¬ 


tect  their  own  interests  and  do  their  share 
in  eliminating  circulation-statement  abuses 
by  re<iuesting  audited  circulation  statements 
from  all  publications  they  use  in  accord¬ 
ance  with  the  standards  established  by  the 
.\ssociation  of  National  Advertisers. 

“.\nd,  that  members  be  warned  to  scruti¬ 
nize  all  circulation  statements  purporting 
to  have  been  audited  under  the  direction  of 
the  Association  of  National  Advertisers  and 
to  see  that  such  statements  bear  the  coun¬ 
ter-signature  of  the  8«‘cretary  of  the  Asso¬ 
ciation  of  National  Advertisers.” 

The  report  from  the  Conventions,  Ex¬ 
hibits  and  Fairs  Committee  contained  no 
specific  recommendation,  covers  all  fields 
represented  in  the  association,  and  placed 
before  the  members  a  mass  of  detailed 
information  worth  several  thousand  dol¬ 
lars  to  individual  advertisers. 

DIRECT  MAIL  ADVERTISING  REPORT. 

The  Direct  Mail  Advertising  and  House 
Organs  Committee’s  report  was  also  a 
progress  report  covering  the  work  done 
in  arranging  for  the  issuance  at  an  early 
date  of  authoritative  articles  by  mem¬ 
bers  of  the  committee  on  pertinent  prob¬ 
lems  in  direct  mail  and  house  organ 
work,  based  upon  information  secured 
from  the  members  and  from  outside 
sources.  Another  part  of  the  committee’s 
work  was  seen  at  the  meeting  in  an  ex¬ 
hibit  of  more  than  sixty  complete  cam- 
I)aigns  of  direct  mail  advertising  litera¬ 
ture  and  an  equal  number  of  complete 
sets  of  house  organs  selected  by  the 
memlK*rs  as  typical  instances  of  their 
work.  A  five  hour  session  on  Friday 
evening  was  devoted  to  a  clinic  on  a 
numl)er  of  these  exhibits  arbitrarily 
selected  and  to  Round  Table  Discussion 
on  a  great  variety  of  questions  and  prob¬ 
lems  connected  with  that  kind  of  work. 

ENJOYABLE  “GET-TOGETHER”  DINNER. 

On  Thursday  evening,  a  ‘‘Get-Together” 
Dinner,  open  to  members,  their  assist¬ 
ants,  and  other  officials  of  membership 
concerns  was  held.  This  dinner  and  the 
entertainment  provided,  consisted  of  ad¬ 
vertising  stunts,  songs  and  musical  selec¬ 
tions.  The  programme  was  arranged  by 
Tim  Thrift,  of  the  American  Multigraph 
Sales  Company,  and  a  .  committee  of 
Cleveland  members.  Wm.  G.  Rose,  presi¬ 
dent  of  the  Cleveland  Advertising  CTub, 
and  Ralston  F.  Smith,  another  member 
of  that  club,  contributed  very  materially 
to  the  success  of  the  evening. 

BIG  WORK  ON  RESALE  PRICES  SUBJECT. 

Wm.  H.  Ingersoll  on  Friday  morning 


delivered  a  very  valuable  exposition  on 
the  resale  prices  subject.  In  this  address 
Mr.  Ingersoll  went  over  the  main  points 
of  the  decisions  rendered  in  legal  cases 
on  price  maintenance  since  the  last  meet¬ 
ing  of  the  association.  He  pointed  out 
very  clearly  that  the  rights  of  the  manu¬ 
facturers,  who  have  created  a  market 
through  advertising  to  consumers,  to  pro¬ 
tect  the  good-will  so  created  from  injury 
by  price-cutting  had  not  been  considereil 
in  any  one  of  these  decisions,  and  in  fac't 
by  any  decisions  since  price  maintenance 
suits  were  instituted.  All  these  cases 
hinged  upon  the  right  of  a  patentee  or 
owner  of  a  secret  process  to  monopolize 
his  market,  whereas,  the  fundamental 
consideration  in  price-cutting  is  the 
enormity  of  the  injury  to  the  already 
established  good-will  of  the  manufac¬ 
turer  who  has  created  a  market  among 
the  consumers  by  advertising  and  by 
identifying  his  product. 

He  also  pointed  out  that  all  decisions 
in  trade-mark  cases  had  been  based  upon 
the  fundamental  or  basic  point  that  the 
trade-mark  itself  is  not  property,  but 
simply  an  identification  of  the  property 
interest  of  the  owner  and  that  it  cannot 
be  assigned,  licensed  or  otherwise  dis¬ 
posed  of  unless  the  good-will  and  phys¬ 
ical  property  of  the  business  accompany 
it.  It  would  be  a  fraud  Upon  the  con¬ 
suming  public  if  it  were  otherwise.  For 
the  last  twenty  years,  records  of  the  ad¬ 
vertising  done  by  a  concern  in  connection 
with  its  trade-mark  have  always  been 
considered  an  important  part  of  this  evi¬ 
dence  and  the  use  and  value  of  the  trade¬ 
mark. 

CO-OPERATIVE  WORK  WITH  A.  A.  C.  OF  W. 

The  work  of  the  Association  of  Na¬ 
tional  Advertisers  as  the  general  adver¬ 
tisers’  department  of  the  Associated  Ad¬ 
vertising  Clubs  was  then  taken  up.  The 
association  elected  W.  H.  Ingersoll,  who 
is  also  chairman  of  the  National  Com¬ 
mission,  of  Robt.  H.  Ingersoll  &  Bro., 
New  York  City;  O.  C.  Harn,  of  the  Na¬ 
tional  Lead  Company,  New  York  City: 
and  G.  B.  Sharpe,  of  the  DeLaval  Sepa¬ 
rator  Co.,  New  York  City,  as  its  repre¬ 
sentatives  on  the  National  Commission. 

Mid-day,  the  Cleveland  Advertising 
Club  gave  a  dinner  and  reception  to  the 
members  of  the  Association  of  National 
-Advertisers.  The  meeting  was  addresse*! 
by  President  Tipper,  G.  B.  Sharpe.  A.  C. 
Reiley,  E.  A.  Walton,  L.  R.  Greene, 
(Continued  on  page  1040.) 
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Some  Interesting  Facts  About 
Boston  and  New  Elngland 

Metropolitan  Boston  has  a  population  of  more  than  1,500,000. 

Within  25  miles  of  the  State  House,  the  center  of  Boston,  there  is 
a  population  of  over  2,000,000. 

Within  50  miles  of  the  State  House  there  is  a  population  of  practi¬ 
cally  3,500,000.  This,  after  New  York,  is  the  greatest  population  in  a  50- 
mile  circle  in  the  United  States.  Within  50  miles  of  their  centers  Phila¬ 
delphia  and  Chicago  have  each  less  than  3,000,000  population. 

The  population  of  the  New  England  States  all  tributary  to  Boston, 
constitutes  7.12  per  cent,  of  the  total  population  of  the  United  States. 

Boston  and  its  adjacent  trading  territory  stands  first  in  per  capita 
wages,  first  in  per  capita  wealth,  last  in  the  proportion  of  citizens  not 
speaking  English. 

The  Boston  Evening  American  now  has  a  net  paid  circulation  of 
over  400, (KK)  per  day.  The  Boston  Sunda^'^  American  now  has  a  net 
paid  circulation  of  over  335,000. 

Through  the  American,  with  its  home-going  evening  and  Sunday 
circulation,  you  can  reach  a  closely  knit  group  of  educated  people  who 
spend  for  the  luxuries  as  well  as  the  necessities  of  life  more  than 
$18,(XK),000  per  week  and  who  have  to  draw  on  in  savings  and  other 
banks  more  than  $278,000,000. 

These  people  will  buy  your  goods  if  you  persistently  show  them 
why  they  would  find  it  profitable  so  to  do.  You  can  not  reach  any  large 
part  of  these  people  except  through  the  Boston  American,  their  home 
newspaper. 


Evening  and  Sunday 


New  York  Office 
1789  Broadway 


New  England's  Greatest  Home  Newspaper 

80  Summer  Street  Boston 


Chicago  Office 
504  Hearrt  Bldg. 
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CROWN  STAMP  CO.  QUITS 

Supplied  a  Thousand  Stores  With  Little 
Rosy  Stickers— President  Crow  Ap¬ 
proves  of  Position  Taken  hy  Editor  & 
Publisher — “Public  Cannot  Be  Fooled” 
Coupons  as  Circulation  Getters. 

(KpcfirtI  CorrfuiHtntlrnce.) 
l*uii.Ai»KUMiiA.  May  »>. — The  Crown 
tred)  Trading  Stamp  Comi)au.v,  a  snh- 
sidiary  of  the  .\eine  Tea  Comiwiiy,  oiierat- 
ing  groi-ery  stores  and  supplying  alsit 
the  Bell  chain  of  l."»4  gna-eries  and  some 
small  retail  greaery,  cigar  and  other 
shops.  announ<-ed  on  .Monday  that  it 
would  no  longer  <-ontinue  to  issue  the 
cunning  little  rosy  stickers  which  have 
for  the  past  ten  years  l>een  the  side- 
street  hotise-wives’  joy.  This  move, 
a«roiding  to  the  Public  Ije<lger,  Philadel¬ 
phia’s  rapidly-getting-to-be-national  news- 
pajter,  “is  directly  in  line  with  the 
campaign  l>egun  some  time  ago  by  The 
Eihtok  and  Pi  BLiSHKR  against  so-called 
profit-sharing  couimns,”  and  marks  the 
advance  of  a  wave  of  intelligent  under¬ 
standing  of  healthy  trade  conditions,  both 
on  the  i>art  of  the  public  and  the  business 
managers. 

PROBABLE  EKFEt’T. 

SitK'e  the  Crown  Company  had  so  large 
a  following  and  was  more  or  less  the 
leader  of  local  stamp  concerns,  the  action 
of  its  directors  will  undoubtedly  have  a 
markW]  effect  on  the  present  situation. 
The  “yellow”  trading  stamp  is  now  used 
princiivally  by  two  chains  of  groceries, 
which  number  188  stores  and  by  Lit's 
department  store. 

A<"«‘ording  to  William  Crow,  president 
of  tlie  Crown  ('omitany,  the  move  has 
l)een  under  <'onsideration  for  some  tinu*, 
stamps  having  l)een  experimentally  dis- 
continue<l  from  their  stores  in  Beading 
and  Trenton  two  months  ago.  In  an  in¬ 
terview  with  The  Editor  and  Pi’b- 
i.isher’s  corres|)ondent  he  expre88<»d  him¬ 
self  ai)pmving  of  the  ixtsition  taken  by 
this  journal,  although  he  insisted  that  the 
pnr|K»s*>  of  the  change  was  that  food 
pri«i»s  might  be  made  lower  and  that  for 
the  present  at  least  their  newspai)er  ad¬ 
vertising  appropriation  would  remain  the 
same.  His  comments  on  the  general  sub- 
jp<'t  were  interesting. 

“The  day  of  the  trading  stamp  is  gone,” 
he  said.  “It  lasted  for  ten  years  and  the 
first  firms  to  take  up  the  idea  secured  a 
<ertain  advantage.  Rut  when  it  got  so 
that  stamps  could  be  had  in  every  direc¬ 
tion  it  was  the  lieginning  of  the  end.  The 
IKiblic  has  advanced  in  intelligence. 
People,  especially  women,  are  thinking 
more,  lliey  know  the  cost  must  be  de¬ 
ducted  somewhere.  They  cannot  lie 
fisiled.  It  was  just  a  passing  business 
phase,  and  it’s  practically  over.” 

ANGIER  duke’s  CONNECTION. 

Over  here  we  have  had  an  additional 
fillip  in  the  fact  that  Angier  I>uke,  who 
for  a  time  managed  the  gift  department 
of  the  United  Cigar  Stores  Company,  re- 
<-enlly  married,  as  the  whole  country 
knows,  the  charming  young  daughter  of 
“Tony”  Drexel-Biddle.  of  Bible  class  and 
pugilistic  •fame.  whose  grandfather. 
Anthony  J.  Prexel.  wps  so  close  a  friend 
to  Oeorge  W.  Childs,  owner  of  the  Ixnlger. 
and  who  himself  once  upon  a  time  served 
a  reportorial  apprenticeship  on  the  (so- 
to-speak)  family  paper. 

Since  there  has  been  so  much  talk  of 
the  action  of  Marshall  Field  in  discon¬ 
tinuing  the  sale  of  coupon  goods,  it  is  to 
he  strongly  emphasized  that  our  own 
Wanamaker  has  never  allowed  such  mer¬ 
chandise-  place  in  his  stores.  It  is  also 
worth  while  for  New  York  to  recall  that 
“Wanamaker”  means  Philadelphia,  the 
New  York  store  having  been  established 
some  years  after  the  perfe<‘t  organization 
of  the  local  house  had  been  accomplished. 
(This  is  just  hy  way  of  emphasizing  the 
Philadelphia-made  .way  of  conducting 
business.  1 

Certain  of  the  1o<-r1  pais-rs  have  be»*n 
addicted  to  the  coupon  evil  as  a  circula 
tion-getter.  Cliief  among  these  have  be.'-n 
the  Evening  Telegraph  and  the  Press, 
whh-h  in  the  past  have  vied  with  each 
other  in  devising  awards  and  presents 
which  might  catch  the  fancy  of  the  elu¬ 
sive  and  earnestly  desired  subscriber. 


Siin-e  the  advent  of  Samuel  W.  Meek  as 
manager  the  Press  has  given  up  such 
metIuKis,  which  it  really  never  had  any 
in«ed  for,  and  is  bending  the  efforts  of  its 
talented  staff  solely  toward  the  produc¬ 
tion  of  as  lively  and  progressive  a  news- 
pajier  as  one  would  wish  to  see.  The 
I>edger  has  never  taken  to  rewarding  its 
readers  witli  cuckoo  clocks  or  college 
cushion.s.  and  there  are  others.  An  im- 
IMirtant  official  of  one  paiier  who  prefers 
to  1m>  dens  ex  machina  rather  than  face 
the  limelight,  says: 

“We  have  never  had  recourse  to 
various  circulation  schemes,  ex<‘ept  as  a 
matter  of  prote<‘tion.  We  do  not  care  for 
or  originate  such  devict*.s.  preferring  to 
deiieiid  on  giving  our  readers  the  very 
best  news  and  feature  service  possible 
rather  than  to  economize  in  those  depart¬ 
ments  and  make  up  the  deficiency  with 
inconsequential  premiums.  When  there 
has  lieen  a  spe<-ial  wave  of  couiion-giving 
we  have  fallen  in  line  in  onler  to  hold 
our  own  and  satisfy  such  of  our  readers 
as  were  attracted  by  that  sort  of  thing, 
luit  we  have  stopped  it  at  the  first  pos¬ 
sible  moment.  We  make  the  best  paper 
we  can.  F'irst  and  foremost,  that  is  our 
chief  care  and  we  expect  to  hold  and  in¬ 
crease  our  circulation  by  this  means 
alone.” 

The  North  American  does  things  in  its 
own  sweet  way  regarding  coupons  and 
circulation  schemes,  just  as  it  does  about 
everything  else,  while  the  Inquirer  frankly 
goes  in  for  that  sort  of  thing,  just  as  it 
maintains  a  most  generous  attitude  to¬ 
wards  every  variety  of  advertising,  in¬ 
cluding  “iiersonals”  and  Pastor  Russell, 
whom  the  Press  eliminated  some  time 
ago,  hy  the  way.  but  to  whom  the  Tele¬ 
graph  still  gives  house  room.  It  remains 
that  the  I>Hlger.  the  Record  and  the 
Bulletin  are  the  cleanest  papers  in  town 
when  it  comes  to  the  present  re<'koning. 

Harry  P.  Wilson,  night  editor  of  the 
Rei-ord,  has  returned  from  a  month’s  trip 
to  the  Pacific  coast.  He  left  Philadelphia 
on  the  maiden  voyage  of  the  “Northern 
Pacific.”  which  was  built  at  Cramp’s 
ship-yard  for  the  coasting  service  between 
the  Golden  Gate  and  the  Columbia  River. 


WHY  NOT  REDUCE  PRICES  ? 


President  Straus,  of  the  Retail  Dry  Goods 
Association,  Hits  the  Nail  on  the  Head. 

(The  following  excerpts  are  from  an  ad¬ 
dress  delivered  before  the  National  Dry 
Goods  Association  hv  Percy  Straus,  presi¬ 
dent  of  the  Ketaii  Dry  Goods  Association 
of  New  York.] 

The  New  York  papers  have  lieen  carry¬ 
ing  for  the  past  month  or  six  weeks 
lengthy  advertisements  of  cotiiKin  distrib¬ 
uting  <-ompanies.  These  consist  of  long- 
winded  statements  and  specious  argu¬ 
ments  justifying  the  enclosing  of  pre¬ 
mium  couiHins  in  the  different  lines  of 
merchandise.  ^  The.se  advertisements  were 
evidently  the  opening  guns  of  a  campaign 
to  spread  a  new  gospel  of  giving  some¬ 
thing  for  nothing.  They  also  signalize 
an  attempt  to  induce  manufacturers  to 
try  another  method  of  stepping  in  be- 
tw(*en  the  retail  distributor  and  his 
patrons. 

Why  should  a  retailer  sell  merchandise 
that  contains  as  an  inducement  to  the 
consumer  a  slip  of  pa|ier  that  is  claimeil 
to  represent  an  actual  4  per  cent,  dis¬ 
count,  or  the  equivalent  of  an  8  per  cent, 
discount  in  merchandise?  If  there  be  a 
real  mareiin  of  profit  to  ju»1ify  nuch  a 
(lift  from  the  manufacturer  to  the  con¬ 
sumer,  icoutft  it  not  be  better  from  any 
square  dealinq  point  of  rieir.  to  reduce 
the  price  to  the  retailer  eorrespondinqly 
and  enable  him  to  pass  the  advantage  on 
to  the  mnsumerf 

There  are  only  certain  constfiriers  who 
take  an  interest  ih  the  premiums  for 
which  the  coupons  are  exchangeable.  The 
others — and  I  suspect  they  are  the  vast 
majority — pay  the  increased  price  and  re¬ 
ceive  no  return  for  the  increase.  It  is 
merely  another  attempt  to  befog  the 
direct  appeal  for  patronage  on  the  basis 
of  quality  and  value.  As  retail  distrib¬ 
utors  we  department  store  men  must  com¬ 
bat  this  questionable  attempt  to  put  us 
in  the  class  of  mere  mahufacturers' 
agents  who  are  to  hand  out  branded  mer¬ 
chandise  to  a  clientele  created  by  unbusi- 
ness-Iike  methods  that  are  sure  to  be 


short-lived  in  their  appeal.  As  soon  as 
the  public  realize  that  they  have  been 
betrayed,  the  innocent  merchant  will  be 
made  to  suffer  with  the  guilty  manufac¬ 
turer. 

The  mission  of  the  retail  distributor,,  is 
to  obtain  the  merchandise  that  the  con¬ 
sumer  demands  as  near  the  source  of  sup¬ 
ply  as  possible  and  then  to  place  it  with¬ 
in  easy  reach  of  the  consumer  with  as 
small  an  increase  in  price  as  good  service 
and  legitimate  profits  will  permit.  To 
live  -up  to  this  formula  requires  the  eradi¬ 
cation  of  premium  coupons,  trading 
stamps,  extravagances  of  all  kinds,  and 
the  development  of  every  possible  short 
cut  that  expert  management  can  devise. 
Following  this  road  has  brought  the  de¬ 
partment  store  to  its  present  high  de¬ 
velopment.  To  stray  into  the  by-paths 
that  are  lighted  by  tbe  will-o’-the-wisp 
of  illegitimate  profits  will  as  surely  lead 
to  decadence. 


COUPON  BUSINESS  A  PARASITE 


T.  S.  Fettinger  Maintains  It  Is  a  Tax  on 
Present  and  Prospective  Sales. 

Theodore  S.  Fettinger,  advertising 
agent,  of  Newark,  N.  J.,  writes : 

“Undoubtedly,  the  coupon  business  is, 
as  you  say,  a  menace  to  advertising,  but 
perhaps  not  so  much  a  menace  to  adver¬ 
tising  as  to  business  itself.  It  does  not 
matter  much  what  form  the  coupon  busi¬ 
ness  takes  on.  it  acts  as  a  parasite  and 
eats  away,  first,  the  character  of  a  busi¬ 
ness.  or  of  a  product,  and  then  into  its 
very  vitals. 

“'rile  coupon  is  di.stinctly  an  artificial 
stimulant,  and  does  not  possess  the  quali¬ 
ties  inherent  in  legitimate  advertising 
that  makes  for  substantial  business 
growth  and  builds  an  asset.  The  coupon 
is  an  actual  tax  on  all  of  the  business 
already  built,  and  all  that  is  developed 
through  its  use. 

“.Tudicious  advertising  first  builds 
business,  then  holds  it,  and  goes  on  with 
its  work  of  developing  new  business  with¬ 


out  remaining  a  tax  on  all  the  business 
done.  The  coupon  business  ought  to  be 
killed  for  the  protection  of  business  itselt 
Surely,  we  have  seen  examples  enough, 
particularly  in  the  retail  field,  to’  prove 
the  destructive  force  of  the  coupon.” 


DISTRIBUTION 

The  problem  of  distribution  is  lessened 
for  advertisers  who  come  into  the  Greater 
Pittsburgh  field  if  they  use 

The  Pittsburgh  Gazette  Times 

Morning  and  Sunday 

Pittsburgh  Chronicle 
Telegratph 

Evening  except  Sunday 
22I^c.  Per  Agate  Line 
is  the  flat  combination  rate  for  both  ta¬ 
pers.  For  further  information  or  co¬ 
operation  write. 

URBAN  E.  DICE. 

Foreign  Advertuing  Monoger, 
Pittsburgh,  Po. 

J.  C.  Wilberding, 

225  Fifth  Avenue . New  York  City 

J.  M.  Branham  Company 

919  Mailers’  Building . Chicago 

Chemical  Building . : . St.  Louis 


THE  NEW  HAVEN 

Times-Leader 

is  the  leading  one-eent  daily  newspaiier  of 
t'onnoctleut  and  the  only  one-cent  paper  In 
tbe  State  wbirh  has  the  full  Assoeiated 
I’resB  leased  wire  service. 

The  only  evening  paper  in  New  Haven, 
meml>or  of  Audit  Bureau  of  Circulations. 

Bryant,  Orifflths  and  Fredericki 
286  Fifth  Avo.  716  Peoples  Oaa  Bldg, 

Hew  York  Chicago 


IN 

Colorado  Springs 

IT’S 

THE  TELEGRAPH 

J.  P.  McKlNNEY  Si,  SON 
New  York  Chicago 


Do  You  Want  More  Business 
From  The  Pacifie  Coast? 


An  experienced,  successful  advertising  man, 
leaving  New  York  on  or  about  June  5  for  an  ex¬ 
tended  tour  of  the  Pacific  Coast  will  undertake 
special  commissions,  promotion  work  and  solici¬ 
tation  of  advertising  for  one  or  two  additional 
publications. 

Thorough  knowledge  of  the  territory  and  its 
potentialities;  acquainted  with  the  larger  busi¬ 
ness  interests.  Advertisers  and  Agencies. 

I  can  emphasize  the  selling  power  of  your  pub¬ 
lication  in  a  way  that  will  produce  results. 

Itinerary  includes  all  Coast  Cities  and  Resorts 
and  principal  points  en  route. 

Particulars  on  request  and  by  interview. 
Address  until  June  5, 

NEW  BUSINESS,  ’ 

Care  of  The  Editor  and  Publisher, 

New  York. 


THE  EDITOR  AND  PUBLISHER  AND  JOURNALIST. 
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PROPAGATING  NATIONAL  PUBLICITY 

Full  Text  of  the  Second  Annual  Report  of  the  Committee  in  Charge 
of  the  Bureau  of  Advertising  to  the  American  Newspaper 
Publishers’  Association  Convention,  April  21, 22,  23, 1915. 


originally  entailed,  to  legitimate  advertis-  publishers  have  done  to  focus  the  atten- 
ing  campaigns.  tion  of  retailers  upon  newspaper  adver* 


ing  campaigns.  tion  or  retailers  upo 

A  special  effort  was  made  to  develop  tised  goods,"  etc.,  etc. 

some  advertising  among  cotton  growers  HnTTrTrATTnw  awi 

and  manufacturers.  But  in  this  we  were  soucitation  ani 

confronted  by  the  belief  on  the  part  of 


SOUCTTATION  AND  DEVCLOPlfXNT. 

So  far  as  its  present  facilities  for  per- 


To  the  President  and  Members  of  the 
American  Newspaper  Publishers’ 
Association: 

Gentlemen :  _ 

Your  committee,  reappointed  for  an¬ 
other  year  at  the  1914  convention,  or¬ 
ganized  at  a  meeting  on  April  24,  1914, 
be  re-electing  Mr.  J.  F.  MacKay  chair¬ 
man.  An  executive  committee,  consisting 
of  Messrs.  John  R.  Rathom,  Louis  Wiley, 
Fleming  Newbold  and  David  B.  Plum, 
was  appointed. 

Subsequent  meetings  of  the  committee 
in  charge  were  held  on  October  22,  1914, 
and  February  25,  1915. 

At  the  close  of  business  March  31, 
1915,  there  were  292  newspapers  actively 
supporting  the  bureau.  Of  these  126  are 
members  of  the  A.  N.  P.  A. 

The  following  table  shows  the  mem¬ 
bership  by  classes : 

UNITED  STATES. 

One  hundred  and  seven  subscribers  at 
$24  per  year,  37  at  $48,  41  at  $72,  18  at 
$96,  19  at  $120,  15  at  $144,  10  at  $192, 
8  at  $240,  2  at  $336,  8  at  $480. 

CANADA. 

Seven  subscribers  at  $24  per  year,  6 
at  $36.  4  at  $48,  3  at  $60,  1  at  $72,  3 
at  $120,  3  at  $168. 

During  the  year  there  were  72  resigna¬ 
tions  and  24  were  dropped  as  delinquents. 
The  loss  in  membership  by  classes  was  as 
follows : 

UNITED  STATES. 

Forty-six  subscribers  at  $24  per  year, 
12  at  $48,  8  at  $72,  4  at  $96,  4  at  $144, 
3  at  $192,  1  at  $240,  3  at  $336,  5  at 
$480. 


Six  subscribers  at  $24  per  year,  1  at 
$60,  2  at  $72,  1  at  $120. 

New  Memberships  received  during  the 
year  numbered  24.  These  were  as  fol¬ 
lows,  by  classes: 

UNITED  STATES. 

Fifteen  subscribers  at  $24  per  year,  3 
at  $48,  1  at  $72,  8  at  $96,  1  at  $144,  1  at 
$192,  1  at  $240,  1  at  $480. 

CANADA. 

One  subscriber  at  $24  per  year  and  two 
at  $36. 

The  bureau’s  books  have  been  audited 
up  to  the  close  of  business  March  31, 
1915.  A  statement  covering  the  audit 
accompanies  this  report.  It  will  be  noted 
that  the  bureau  kept  within  its  income 
and  that  it  closes  its  fiscal  year  with  a 
surplus.  On  our  present  basis  of  income 
and  expenditure,  however,  we  cannot  hope 
to  maintain  this  surplus,  and  even  with¬ 
out  extending  its  work  the  bureau  will 
need  more  funds. 

PRINTED  MATTER  ISSUED. 


the  newspapers,  and  Mr.  William  Wood- 
head,  of  San  Francisco,  representing  the 
magazines. 

In  spite  of  the  able  efforts  of  these 
two  gentlemen,  there  is  no  prospect  at 
present  of  inducing  the  managers  of 
the  San  Francisco  Exposition  to  adver¬ 
tise.  They  have  made  the  point  re¬ 
peatedly  that  the  newspapers  have  been 
so  liberal  in  the  amount  of  free  pub¬ 
licity  printed  about  the  Exposition  that 
there  is  no  need  for  a  paid  advertising 
campaign. 

An  appropriation  for  magazine  adver¬ 
tising  was  made  by  the  San  Diego  Ex¬ 
position  management,  and  at  the  same 
time  a  semi-official  announcement  was  is¬ 
sued  to  the  effect  that  a  similar  sum 
would  be  appropriated  for  newspaper  ad¬ 
vertising  in  January,  1915. 

Williams  &  Cunnyngham,  advertising 
agents,  of  Chicago,  issued  a  letter  to 
newspapers,  dated  December  1,  1914,  and 
enclosed  a  contract  for  San  Diego  Ex¬ 
position  advertising  which,  they  explained, 
was  to  be  held  pending  orders  for  in¬ 
sertions.  In  this  connection  the  agency 
said  that  the  exposition  management  had 
authorized  thf?m  to  check  up  the  amount 
of  free  publicity  printed  by  the  news¬ 
papers  to  whom  they  sent  the  contracts, 
and,  to  quote  the  agency,  “where  there 
has  been  shown  a  disposition  to  co-operate 
by  referring  in  the  reading  columns  to 
the  San  Diego  Exposition,  we  are  in¬ 
structed  to  issue  supplementary  orders 
and  go  ahead.” 

It  is  understood  that  a  number  of 
publishers  were  induced  to  print  articles 
about  the  exposition  on  the  strength  of 
this  offer,  but,  so  far  as  can  be  learned, 
no  advertising  orders  have  been  sent  to 
newspapers  against  the  Williams  & 
Bunnyagham  contract,  and  it  is  said  that 
no  advertising  will  be  forthcoming. 

Your  committee  cites  this  incident  be¬ 
cause  of  the  widespread  interest  aroused 
in  the  subject  of  exposition  advertising, 
and,  furthermore,  to  give  point  to  its 
oft  repeated  assertion  that  concerted  ac¬ 
tion  is  vital  amoi^st  publishers  on  the 
question  of  free  publicity  and  kindred 
subjects. 

A.  A.  C.  OF  W.  CONVENTION. 

The  Bureau  of  Advertising  assumed 
responsibility  for  the  exhibit  on  behalf  of 
newspapers  at  the  Toronto  convention  of 
the  Associated  Advertising  Clubs  of  the 
World,  in  .Tune,  1914.  The  bureau’s  work 
represented  the  sole  effort  of  the  news¬ 
paper  as  a  national  medium  at  that 
convention. 

WORK  IN  CONNECTION  WITH  WAR. 

With  the  outbreak  of  the  war  in 
Europe,  the  bureau  found  some  special 
opportunity  for  useful  effort.  A  few 
days  after  the  beginning  of  hostilities  it 
co-operated  with  the  Canadian  Press  As- 


those  interested  in  the  industry  that  the  sonal  ^  solicitation  permit,  the  bureau  is 
newspapers  should  gdve  up  their  columns  intimate  touch  with  a  constantly  grow- 
to  exploiting  cotton  for  “patriotic  mo-  number  of  national  advertisers.  Ds 
tives.”  In  spite  of  this,  the  bureau  was  services  are  sought  more  and  more  by 
able  to  be  of  important  service  in  this  manufacturera  with  advertising  problems 


direction,  and  the  movement  was  un¬ 
doubtedly  instrumental  in  increasing  the 


on  their  hands,  and  it  is  enabled  to  build 
up  a  better  appreciation  of  the  value  of 


amount  of  retail  advertising  of  white  newspaper  space  through  the  help  that  it 

IS  constantly  rendering. 

*  ■  Frequently  the  bureau’s  work  is  of  a 

WINDOW  DISPLAY  MOVEMENT,  confidential  character  and  may  be  referred 

In  August,  1914,  the  bureau  started  to  only  in  a  vague  way  through  our 
what  proved  to  he  the  most  significant  bulletins.  Advertisers  often  guard  against 


feature  in  its  year’s  program. 


premature  announcement  of  their  plans. 


Almost  since  its  organization,  the  owing  to  a  fear  of  competition,  and  a 
bureau  has  endeavored  to  work  up  through  desire  to  avoid  the  deluge  of  solicitation 
the  newspapers  an  interest  among  local  that  is  bound  to  follow  the  story  of  a 
retailers  in  newspaper  advertised  pro-  campaign. 

ducts.  Many  of  its  subscribers  had  de-  At  the  same  time  the  bureau  is  per- 
veloped  an  understanding  with  their  local  mitted  to  report  a  number  of  instances  of 
merchants  on  the  subject  of  newspaper  its  work  in  the  national  field, 
advertised  products,  and  the  bureau  de-  The  advent  of  Wooltsx  into  the  news- 
termined  to  make  a  national  demonstra-  papers  in  February,  1915,  was  the  occa- 
tion  to  show  general  advertisers  to  what  sion  for  enthusiasm  among  publishers  in 
an  extent  this  co-operative  local  work  four  hundred  cities.  This  product  is 


had  be<*n  carried. 


made  by  the  H.  Black  Company  of  Cleve- 


As  noted  before,  the  idea  for  National  land,  and  it  has  been  advertised  exclu- 
Newspaper  Window  Display  Week  was  sively  in  women’s  magazines  for  a  num- 
suggested  by  the  remarkable  effect  of  the  her  of  years  past. 

1^1  window  display  plan  at  the  Toronto  suggestion  of  Mr.  C.  C.  Rose- 

^  of  the  Omaha  Bee.  the  bureau  was 

National  Newspaper  ^indow  Di^lay  j,  jj.  Black  Company  to  con- 

Week  was  an  nnqualified  success.  More  g„  investigation  showing  the  pos- 

1k?.  abilities  of  advertising  a  line  like  Wo^- 

I  t®*  demonstrating  the  successes  of 

^  r  »“®®  adv®rti8ed  in  the  newspapers. 

US’  1!1kIi  ^K  ?  "  A  '>ri®'  these  points  waspre- 

.K  submitted  by  the  bureau,  wd 

figures  indicate.  L  T* 


ffirares  indiMte  newspaper  campaign  was  decided  upon 

ngures  indicate.  ^j,g  jj  Company  soon  after- 

DEALER  INTEREST.  ward.  The  bureau  announced  this  cam- 

It  is  not  too  much  to  say  that  the 

?b7XrK»Ki?7  'J^®  ’contracts  placed  this  spring 

li.  amounted  to  about  6,000  lines  in  each 

Sn  u  <^ase,  and  one  or  more  newspapers  in  400 

?n  ?  Te  ®  ^«®®  ^®«  ^rnployed.  A  fVn  campaign 

•previously.  In  a  word,  it  “gave  us  _  „  t.  u- 

solicitation,”  and  most  of  the  interest  that  ?»nne6  ^ 

we  have  aroused  among  national  adver- 


tisers  is  based  upon  this  work. 

Representatives  of  mediums  of  adver- 


Armour  k  Company,  encouraged  by 
the  disposition  of  newspapers  to  interest 


tising  in  competition  with  the  newspapers  '^*f*il*is  i®  newspaper  advertised  prod- 
continuallv  make  a  point  of  “dealer  in-  *■  evidenced  by  the  work  of  the 

fluence."  The  advertiser  is  asked  to  use  have  been  conducting  a  cam- 

this,  that,  or  the  other  medium  because  P*i8®  i®  twenty- two  cities  in  as  many 
of  the  effect  it  will  have  on  the  retailer. 

Many  users  of  space  in  national  publica-  The  Armour  campaign  is  one  of  the 
tions  of  general  circulation  confess  freely  ®iost  interesting  ever  conducted  by  a  na- 
that  they  use  this  space  not  so  much  to  advertiser.  It  is  an  institutional 

create  consumer  demand,  but  because  they  ‘‘ampaign — that  is,  it  advertises  the  house 
expect  to  be  able  to  gain  the  support  of  ®f  Armour  and  all  its  products.  About 
the  retailer.  60,000  lines  of  space  is  being  employed  in 

One  instance  of  the  interest  of  dealers  8®®h  newspaper  used  and,  in  spite  of  the 
in  newspaper  advertising  is  worth  citing ;  fa^t  that  it  was  launched  at  a  rather  un- 
An  executive  officer  of  a  corporation.  Propitious  husiness  period,  the  advertising 
spending  a  iarge  sum  of  money  in  national  been  nniformily  successful.  ' 

publications,  recently  confessed  himself  The  General  Roofing  Manufacturing 
skeptical  on  the  subject  of  dealer  interest  Company,  whose  experimental  campaign 
in  advertising.  A  representative  of  the  i®  newspapers  was  touched  upon  in  our 
bureau  had  been  explaining  to  him  the  1914  report,  has  extended  its  advertisiiig 
significance  of  the  window  display  move-  in  the  dailies  all  over  the  United  States 


The  issuing  of  articles  for  daily  pub¬ 
lication  on  the  subject  of  advertising  has 
continued  to  be  one  of  the  functions  of 
the  bureau.  'These  articles  have  been 
helpful  not  only,  to  individual  publishers 
in  developing  local  business,  but  also  in 
advertising  the  work  of  the  bureau  in  a 
national  way. 

During  the  year  more  than  50,000  let¬ 
ters,  circulars  and  pieces  of  printed  mat¬ 
ter  were  sent  by  the  bureau  to  advertisers, 
agents  and  newspapers.  The  matter  sent 
out  included  illustrated  booklets,  plans  of 
campaigns,  data  on  local  conditions,  a 
directory  of  national  advertisers,  etc. 

CALIFORNIA  EXPOSTTIONB. 

Throughout  the  year  the  bureau  has 
made  persistent  efforts  to  induce  the 
Board  of  Managers  of  the  two  California 
expositions  to  appropriate  funds  for  ad¬ 
vertising.  Acting  with  a  joint  committee 
appointed  by  the  Periodical  Publishers’ 
Association,  your  committee  prepared  and 
signed  a  presentment  on  the  subject  of 
advertising,  laying  it  before  the  Board  of 
Directors  of  the  Panama-Pacific  Exposi- 
^on  at  San  Francisco,  through  Mr.  Harry 
Chandler,  of  Los  Angeles,  representing 


sociation  in  issuing  what  were  known  as 
“Good  Cheer’’  editorials  to  the  news¬ 
papers. 

Several  banking  institutions  wrote  to 
the  bureau  or  to  individual  newspapers 
commending  this  series  of  advertisements 
and  asking  for  permission  to  use  them  in 
advertising  campaigns  of  their  own. 

Following  this,  the  bureau  took  up  a 
definite  plan  to  bring  before  American 
manufacturers  the  opportunities  offered 
by  the  war  situation.  A  series  of  letters 
was  sent  to  various  interests  whose  op¬ 
portunities  were  most  likely  to  be  en¬ 
hanced  by  war  conditions.  These  in¬ 
cluded  brewers,  table  water  producers, 
wine  growers,  olive  oil  manufacturera.  toy 
makers,  glove  and  corset  manufacturers, 
etc.  In  a  number  of  instances,  corre¬ 
spondence  was  begun  and  personal  inter¬ 
views  followed.  Sectional  campaigns 
were  started  by  several  of  the  manufac¬ 
turers  and  the  bureau  was  able  to  be  of 
service  in  a  number  of  these  cases. 

The  bureau  made  a  point  of  keeping  in 
touch  with  various  “Made  in  America” 
movements,  and  used  its  best  endeavors 
to  divert  these  plans  from  the  free  public¬ 
ity  propaganda  which  most  of  them 


ment,  and  the  advertiser  in  question  as¬ 
serted  that  it  would  not  be  possible  to 
show  him  any  widespread  interest  among 
his  dealers  in  the  company’s  advertising 
plans. 

'The  bureau  asked  one  hundred  leading 
newspapers  to  send  representatives  each 
to  interview  half  a  dozen  dealers  handling 
the  product  in  question,  and  a  remarkable 
collection  of  responses  was  obtained.  'The 
complete  frankness  of  these  replies,  and 
the  vast  difference  in  character,  empha¬ 
sized  their  accuracy  and  their  freedom 
from  bias. 

'The  advertiser  in  question,  who  is  still 
debating  with  the  bureau  the  possibilities 
of  a  newspaper  campaign,  now  complains 
that  he  is  embarrass^  with  requests  from 
his  dealers  that  he  employ  the  newspapers 
hereafter  as  his  national  medium. 

In  this  connection  your  committee 
quotes  the  following  from  Bulletin  No. 
77,  issued  by  the  bureau : 

THE  WORK  ON  THE  RETAILER. 

“The  recent  solioitations  of  the  bureau 
emphasize  the  fact  that  the  interest  of 
national  advertisers  in  newspapers  today 
very  largely  centers  in  the  work  that 


and  Canada.  The  list  of  newspapers 
used  has  been  steadily  increased,  until 
it  is  now  close  to  the  thousand  mark. 
This  advertising  has  also  been  very  sue* 
cessful. 

In  a  recent  statement  issued  by  George 
M.  Brown,  president  of  the  General  Roof¬ 
ing  Manufacturing  Company,  it  was  said 
that,  notwithstanding  unfavorable  busi¬ 
ness  conditions,  the  concern  had  shown  an 
increase  of  70  per  cent,  in  its  business  in 
the  last  fiscal  year. 

SAVING  A  $250,000  ACCOUNT. 

One  of  the  biggest  efforts  of  the  Bu¬ 
reau  during  the  year,  and  the  ose  thing 
whidi  probably  meant  most  to  news¬ 
papers  in  Immediate  returns,  was  the 
service  that  it  rendered  in  bringinK  back 
to  the  newspapers  an  account  which 
amounted  to  more  than  $050^0  last 
year. 

Unfortunately  for  the  bureau’s  per¬ 
fectly  natural  desire  to  advertise  itself, 
the  name  of  this  account  must  be  with¬ 
held  in  accordance  with  the  promise  made 
to  the  advertiser,  although  the  details  of 
the  case  are  folly  known  to  the  members 
(Continued  on  nemt  pops.) 
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of  your  coiumitte**.  It  is  of  interest  to 
note  that  the  account  referred  to  slipped 
out  of  the  new8pai)ers.  and  representative^ 
of  the  bureau  were  shown  in  a  confidential 
way  reasons  for  the  withdrawal.  After 
three  months’  hard  work,  which  included 
the  gathering  of  exhaustive  data  and  the 
preparation  of  new  advertising  copy,  the 
bureau  had  the  satisfaction  of  seei^  the 
advertising  resumed,  and  the  copy  is  now 
apitearing  regularly.  The  appropriation- 
for  1915  is  expect*^  to  run  well  over  the 
quarter  million  mark. 

At  tlte  invitation  of  the  Ferro  Machine 
&  Foundry  Company,  Cleveland,  Ohio, 
the  bureau  conduct^  an  investigation 
concerning  the  number  of  dwellings  in 
various  localities  coating  |10,000  each  or 
more.  This  investigation  was  conducted 
to  aksist  the  company  in  marketing  a 
hardware  si)ecialty.  The  bureau’s  plans 
and  recommendations  are  now  before  the 
officers  of  the  company. 

THET  WILL  “PAY  FOB  IT.” 

Following  up  a  bulletin  of  the  Free 
Publicity  Department  of  the  A.  N.  P.  A., 
the  bureau  endeavored  to  interest  the 
Crown  Cork  &  Seal  Company  of  Balti¬ 
more  in  a  general  newspaper  advertising 
campaign.  This  company  felt  that  it  bad 
a  message  for  the  public  which  should  be 
printed  by  the  newspapers,  and  the  bureau 
emphasised  the  necessity  and  the  im¬ 
portance  of  printing  this  message  in  dis¬ 
play  advertisements  rather  than  press 
agent  articles.  A  numl)er  of  conferences 
have  been  had  and  data  has  been  sub¬ 
mitted.  At  the  last  conference,  held  a 
few  weeks  ago,  the  advertising  manager 
of  the  company  instructed  his  agency  to 
prepare  a  newspaper  campaign  for  about 
twenty  cities.  'The  bureau  is  co-oi>erating 
to  further  the  campaign. 

The  bureau  is  working  with  a  New 
England  manufacturer  of  confectionery 
on  the  details  of  a  news]>ni>er  campaign. 
This  manufacturer  was  negotiating  for 
a  national  magazine  campaign  when, 
through  one  of  the  subscribing  members, 
a  representative  of  the  bureau  was  put 
in  touch  with  him.  The  advertiser  in 
this  case  has  shown  a  desire  to  leave  his 
problem  largely  in  the  bureau’s  hands. 

The  Scott  Tissue  Paper  Company  of 
Philadelphia  requested  an  interview  with 
the  bureau  some  montlis  ago,  having  been 
interested  in  work  done  in  connection 
with  Window  Display  Week.  This  ad¬ 
vertiser  was  induced  to  inaugurate  a 
.newspaper  campaign  in  the  middle  west, 
but  a  difficulty  arose  when  a  type  of  co¬ 
operation  which  the  bureau  deemed  dan¬ 
gerous  was  suggested  to  the  newspapers. 
As  in  all  other  cases  of  this  kind,  the 
bureau  took  a  Ann  stand,  and,  while  it 
notified  the  list  of  newspapers  that  the 
advertising  was  about  to  be  placed,  it 
also  warned  them  to  look  carefully  into 
the  conditions  of  the  contract  and  urged 
them  against  granting  concessions  which, 
in  the  judgment  of  the  bureau,  were  not 
in  accord  with  the  l>e8t  interests  of  the 
newspaper  business. 

A  persistent  effort  has  been  made  by 
the  bureau  to  interest  the  Proctor  & 
Gamble  Company  of  Cincinnati.  Ohio,  in 
newspaper  advertising  on  a  larger  scale. 
To  further  this,  the  hun‘au  has  been  of 
service  to  tjie  advertiser,  and  is  doing 
all  it  can  to  emphasize  to  the  Proctor 
it  Gamble  Company  the  big  dealer  interest 
in  newspaper  advertised  prwlncts. 

’The  services  of  the  bureau  were 
sought  in  connection  with  a  newspaper 
campaign  of  the  California  Walnut 
Growers’  Association,  which  was  nego¬ 
tiated  by  Mr.  Harry  Chandler  of  your 
committee.  The  bureau  communicated 
with  the  newspapers  that  were  selected 
to  carry  this  business  in  the  cities  chosen 
for  the  experiment,  and  obtained  reports 
showing  the  results  of  the  campaign  for 
the  guidance  of  the  Walnut  Growers’ 
Association  in  future  efforts  of  this  kind. 
It  is  expected  that  there  will  be  a  larger 
campaign  in  the  fall  hy  this  association 
for  its  product,  “.Tumbo  Walnuts.” 

INVESTIOATINC,  Fl'RMTfRE  MARKET. 

At  the  request  of  a  Boston  advertising 
agency,  the  bureau  conducted  an  inves¬ 
tigation  of  market  conditions  for  a 
Grand  Rapids  manufacturer  of  furniture, 
who  is  planning  a  campaign  in  the  near 
future.  A  conference  with  a  representa¬ 


tive  of  the  bureau  has  been  arranged  for 
by  the  agency  and  the  client. 

The  advice  of  tike  bureau  was  sought 
in  couiieetiou  with  a  campaign  planned 
by  the  distilling  interests  of  the  country. 
This  account  emanated  from  Baltimore, 
Md.,  and  is  h<>ing  handled  by  the  Moses 
Advertising  Serv'ice  of  that  city.  The 
bureau’s  counsel  was  sought  particularly 
as  to  the  kind  of  copy  to  be  run.  ’Fhe 
bureau  was  asked  in  this  case,  as  it  has 
Ikeen  in  many  others,  to  prepare  a  list  of 
newsiwpers,  but,  according  to  its  usual 
custom,  declined  to  do  this. 

The  White  Rock  Mineral  Springs  Com¬ 
pany  obtained  the  assistance  of  the  bureau 
in  gathering  data  preliminary  to  a  news- 
pai)er  campaign  in  the  middle  west, 
which  was  started  soon  after  the  begin¬ 
ning  of  the  Great  War. 

.\t  the  re<|ue8t  of  the  H.  K.  McCann 
Company,  the  bureau  conducted  an  in¬ 
vestigation  and  prepared  a  brief  on  the 
IKwsibilities  of  advertising  a  brand  of 
aluminum  ware.  The  matter  is  still 
I>ending  with  this  agency’s  client.  In 
this  connection  it  is  interesting  to  note 
that  a  newspaiker  camiuiign  was  started 
in  l>ehalf  of  the  Wear-Ever  aluminum 
utensils  soon  after  our  investigation  was 
completed. 

The  bureau  gave  its  help  and  advice  to 
Krementz  &  Comiiany  in  connection  with 
an  experimental  newspaper  campaign. 

Assistance  is  Iteing  given  by  the  bureau 
in  conne<-tion  with  the  plans  of  the  Na¬ 
tional  .\8sociation  of  Macaroni  Manu¬ 
facturers.  an  organization  which  is  con¬ 
templating  an  advertising  campaign. 

The  bureau  did  some  work  in  con¬ 
nection  with  the  National  Association  of 
Life  ITnderwriters  in  an  effort  to  bring 
about  a  general  campaign  for  life  insur¬ 
ance. 

MANY  MINOR  A(  TIVITIES. 

Furdier  instances  of  the  bureau’s  ac¬ 
tivity  in  serving  advertisers  may  lie 
briefly  summarized  as  follows: 

brief  on  the  possibilities  of  mer¬ 
chandizing  a  gas  appliance  for  a  public 
service  corisiration  in  New  Jersey. 

.\  brief  on  life  insurance  advertising 
made  at  the  request  of  a  publisher  and 
afterward  usetl  hy  two  advertising 
agtmeies. 

Various  briefs  on  the  methods  of  con¬ 
ducting  local  advertising  campaigns  sub¬ 
mitted  at  the  request  of  subscribing  mem- 
Iters  of  the  bureau. 

.\n  investigation  of  the  baseball  and 
moving-picture  advertising  situations 
conducted  for  the  benefit  of  subscribing 
members. 

Compilation  of  newspaper  advertising 
successes  with  a  view  of  establishing  a 
Itennanent  file  of  reference. 

A  brief  for  a  manufacturer  who  has  in 
preparation  a  campaign  to  advertise 
snsitenders. 

The  bureau  is  engaged  in  proving  to 
one  of  the  largest  hardware  concerns  in 
the  country  that  the  dealers  handling  this 
company’s  products  prefer  newspaper 
advertising  to  the  kind  of  general  pnblic- 
ity  the  firm  is  now  employing. 

The  director  and  the  associate  director 
of  the  bureau  have  visited  advertisers  in 
thirty-five  of  the  larger  cities,  the  lines 
of  manufacture  including  men’s  and 
women’s  clothing,  flour,  boots  and  shoes, 
corsets,  candy,  toilet  articles,  underwear, 
automobiles  and  accessories,  hardware, 
proprietary  metlicines.  Iieer.  varnish, 
breakfast  foods,  temiierance  beverages, 
paper  goods,  etc. 

Ill  virtually  every  line  named  there  are 
one  or  more  promising  newspaper  prtis- 
pects. 

REt-OMMENPATIONS. 

The  experiences  of  the  Bureau  in  the 
past  year  impress  your  committee  with 
the  necessity  for  making  certaitt  .oirgent 
recommendations  to  every  newspaper 
publisher  in  the  United  States  and  Can¬ 
ada.  The  principle  underlying  every  one 
of  these  recommendations  is  the  stand¬ 
ardization  idea,  the  value  of  w'hich  con¬ 
fronts  the  Bureau  on  every  hand.  The 
absence  of  certain  universally  accepted 
rules  of  practice  represents  in  our  judg¬ 
ment  the  chief  weakness  of  the  news¬ 
papers  as  a  collective  business  organiza¬ 
tion. 

In  urging  strongly  upon  all  members 
of  the  A.  N.  P.  A.,  as  well  as  publishers 


generally,  the  necessity  for  supporting 
the  Bureau  of  Advertising,  your  com¬ 
mittee  desires  to  dwell  as  fully  upon  the 
opportunity  for  common  lines  of  action 
offered  by  such  an  organization  as  upon 
any  other  phase  of  its  work. 

In  this  direction  the  bureau  serves  the 
double  purpose  of  giving  to  general  ad¬ 
vertisers  a  national  view  of  newspapers 
and  to  newspapers  a  broad  conception  of 
the  needs  of  national  advertisers.  It 
demonstrates  to  publishers  the  influence 
of  individual  action  upon  the  industry  as 
a  whole.  It  encourages  by  example  the 
adoption  of  sound  principles,  and,  in  the 
same  way  warns  against  practices  found 
to  be  undesirable. 

The  Bureau  of  AdrertiRing  nee<lR  wore 
fondK  to  enable  it  to  do.  In  a  rIIII  larger 
way,  the  work  It  ha«  an  RUorraRfiilly  carried 
o«it  In  the  past  two  years  within  the  limits 
of  small  resources.  Tliere  la  scarcely  a  city 
of  Importance  In  which  a  represciitatlTe  of 
the  bureau  might  not  profltably  be  employed 
at  this  momimt  talking  newspapers  to  an 
advertiser  or  a  firm  that  should  lie  adver¬ 
tising.  A  statistical  department  is  liadly 
neede<1;  so  la  a  cojiy  department.  The  work 
the  bureau  has  done  In  these  directionK 
merely  emphaslxes  its  opportunity  to  lie  use¬ 
ful  in  a  bigger  way  when  adeijuate  funds 
are  available.  A  western  ofllcc  In  Chicago 
Is  one  of  the  immt'diate  needs  of  the  hnreau, 
and,  while  It  will  tax  our  present  resources 
to  maintain  this  branch,  your  committee 
feels  It  Is  absolutely  essential  and  Is  plan¬ 
ning  to  start  it  immediately. 

As  y<iur  committee  has  said  before,  we 
must  have  more  funds,  and  to  thlji  end 
members  are  earnestly  reqiiostiMl  to  do  every¬ 
thing  In  their  power  to  interest  other  pub- 
lisliers  in  the  work  of  the  bureau. 

Your  committee  doiui  not  desire  In  recom¬ 
mend  an  increase  in  rates  at  this  time,  be¬ 
lieving  that  it  will  be  possible,  on  the 
strength  of  the  work  the  bureau  has  done, 
to  bring  in  a  large  number  of  newspaiiers 
not  now  subscribing.  But  only  through  the 
help  of  the  publishers  affiliateil  with  the  or¬ 
ganization  can  we  obtain  the  new  member- 
shljiB  which  we  require  to  give  us  adtsjuate 
financial  support. 

FREE  PUBLICITY. 

Your  ciiramlttee  in  recommending  that  the 
flg)it  against  free  publicity  be  wagtsl  more 
vigorously  than  e*er.  wishes  to  commend  the 
excellent  work  done  by  the  Free  Publicity 
Pepartment  of  the  A.  N.  P.  A.,  and  to  ex¬ 
press  the  hope  that  Mie  Bureau  of  .Adver¬ 
tising  will  he  enabbsl  to  continue  Its  efforts 
to  cn-o|ierate  with  that  department.  The 
free  publicity  question,  in  our  Judgment,  is 
one  of  the  chief  obstacles  to  the  further 
success  of  newspaiiers  in  the  national  ad¬ 
vertising  field,  .Millions  of  dollars  worth  of 
space  are  given  away  by  publishers  an¬ 
nually.  If  the  bars  against  free  publicity 
were  kept  up  rigidly  for  a  very  few  months, 
ueivspaiier  advertising  receipts  would  ad- 
vani-e  noticeably. 

Some  advertising  agencies  in  soliciting  ac¬ 
counts  urge  among  their  claims  their  par¬ 
ticular  ability  to  get  free  space  from  pub¬ 
lishers.  One  agent  sends  out  for  free 
publication  an  interview  with  a  client  who 
In  the  interview  boosts  his  own  business  and 
that  of  three  other  concerns — all  clients,  by 
the  way,  of  the  agent.  A  representative  of 
the  bureau  who  called  upon  the  free  space¬ 
seeking  firm,  was  told  that  the  man  he 
wanted  to  see  was  busy  writing  a  page  ad 
for  a  magazine,  and  could  not  Ih>  disturbed. 
There  Is  an  element  of  grim  humor  In  this 
experience  that  gives  point  to  the  necessity 
for  almlishlng  the  press  agent. 

One  frank  agent  told  the  director  of  the 
bureau  recently:  “I  can  work  the  newspaiiers 
for  anything  I  want  in  the  way  of  free  stuff, 
simply  liecause  they  will  not  stand  togidher. 
So  I  give  the  dailies  the  free  publicity  and 
the  magazines  get  the  business." 

The  free  publicity  question  also  lias  its 
psycbologlcal  side.  An  ‘‘easy  mark”  loses 
not  only  bis  money,  but  the  respect  of  his 
neighbors  as  well.  Tlte  ease  with  which  so 
many  publishers  are  “worked  for  free  stuff” 
gives  advertisers  and  agencies  a  good  excuse 
for  holding  lightly  the  claims  of  the  news¬ 
paper  as  a  national  advertising  medium. 

ADVERTLSING  RATES. 

The  committee  urges  upon  all  publishers 
the  serious  consideration  of  the  iiueslion  of 
advertising  rates.  There  is  a  lielief  prev¬ 
alent  amongst  advertising  agencies  —  and 
there  is  certainly  some  ground  for  this 
Ndlef — that  the  rates  quoted  on  many  rate 
cards  do  not  mean  very  much.  Recently  a 
big  account  changed  hands  and  the  new 
agent  decided  to  place  the  advertising  In 
newspapera  instead  of  in  magazines.  Then 
he  wrote  a  letter  to  a  list  of  publishers 
and  offered  them  a  ridiculously  low  price  for 
a  certain  amount  of  space,  asserting  that 
his  client  couldn't  possibly  afford  to  pay 
more.  One  publisher,  who  decided  to  keep 
the  bureau  posted  on  this  matter,  declined 
the  offer  and  sent  the  agent  a  rate  card. 
.After  a  few  days  the  agent  came  back  and 
offered  twice  as  much  for  the  space  as  his 
original  figure.  The  pnbllsber  again  de¬ 
clined.  and  it  will  only  be  a  matter  of  a 
few  days  more  before  the  publisher  receives 
a  contract  at  his  regular  rate. 

■Tlie  agency  In  question  took  the  ground, 
when  Interviewed  about  this  matter  of  hunt¬ 
ing  for  bargain  rates,  that  “it  didn't  hurt 
to  try.”  The  agent  said  furthermore,  “You 
raa.v  be  sure  that  we  never  ask  for  conces¬ 
sions  In  rates  unless  there  is  some  precedent 
for  It.  I  venture  to  say  that  I  have  never 
written  to  a  newspaper  making  a  bargain 
offer  unlesa  I  knew  there  was  a  ‘soft  spot' 
somewhere  in  that  newspaper’s  rate  cart.” 

'Your  committee  earnestly  asks  all  puh- 


Ushers  to  simplify  their  rate  cards  and  to 
stick  absolutely  and  unqualifiedly  to  the 
rates  quoted.  Thl^  is  recommendeil  not 
alone  for  ethical  reasons,  but  because  the 
newspaper  that  stands  by  Its  guns  in  this 
direction  nearly  always  wins  the  res|  ect  of 
its  clienta,  and  with  that  respect  comes 
more  business. 

Your  committee  again  recommends  that 
the  A.  N.  F.  A.  prepare  and  advwute  a 
uniform  style  of  advertising  contract  and 
rate  curd.  Your  committee  suggests  further 
that  the  Bureau  of  Advertising  be  permitted 
to  (.•o-oiierate  in  this  work. 

LOt'AL  ORGANIZATION. 

Your  committee  respectfully  draws  the  at¬ 
tention  of  publishers  generally  to  the  neces¬ 
sity  for  I<K'aI  organizations.  The  advantages 
of  such  organizations  are  many  and  obvious, 
but  your  committee.  In  making  the  recom- 
uiendatlrm,  concerns  Itself  only  with  their 
value  In  developing  advertising. 

Isical  organization  will  tend  to  minimise 
the  destructive  competition  in  which  the 
ln<‘al  representatives  of  most  newspai>ers 
indulge  ill  sidicltlng  business.  To  quote  one 
advertiser  in  this  direction  may  be  pertinent: 

“When  I  am  contemplating  a  news¬ 
paper  advertising  campaign  I  frequently 
do  so  with  a  dread  of  the  consequences, 
because'  I  know  that  the  first  appearance 
of  my  advert  Ismiient  in  one  newspaper 
will  be  followed  by  a  savage  solicitation 
from  the  others  who  did  not  get  the 
order.  Too  often  this  solicitation  con¬ 
sists  chiefly  in  'knocking'  the  other 
fellow. 

“Many  an  advertiser  is,  discouraged 
with  the  wiiole  newspaper  situation  and 
often  distrustful  of  newspapers  generally 
as  a  result  of  a  sidlcitation  of  that 
character." 

Ixical  organization  should  simplify  the 
treatment  of  the  free  publicity  problem,  and 
will  prove  an  important  factor  in  extending 
as  well  as  limiting  the  co-operation  asked 
for  by  national  advertisers. 

The  window  display  in  Toronto,  in  con¬ 
nection  with  the  Advertising  Clulis  conven¬ 
tion  gave  the  publishers  of  that  city  an 
excellent  opisirtunlty  to  prove  the  effective¬ 
ness  of  orgaiiizeil  effort  among  newspapers 
in  a  community. 

THE  “t'LEAN  I  P"  MOVEMENT. 

Your  commltte*'  n-commends  to  publishers 
the  careful  consideration  of  the  “clean-up” 
movement.  The  elimination  of  so-callrt 
“undesirable”  advertising  entails  the  tempo¬ 
rary  sacrifice  of  business,  but,  in  the 
oliservatlon  of  the  bureau,  that  loss  is 
invariably  made  up  quickly  by  the  adveut 
of  desirable  business,  and  a  newspaper  that 
has  cleaned  up  its  columns  usually  finds 
that  the  movement  has  been  a  remarkably 
go<Ml  Investment. 

.A  representative  of  the  bureau  sat  In 
the  ofiiee  of  one  publisher  when  an  ad¬ 
vertiser,  who  was  using  a  competitive  news¬ 
paper,  called  and  transferred  his  business 
with  the  remark,  “I  want  you  to  have  this 
because  you  liave  cleaned  up  your  adver¬ 
tising  columns.  I  am  tired  of  seeing  my 
company’s  ailvertlsement  next  to  some  of 
the  rotten  stuff  ,vour  competitor  prints." 

Your  committee  is  glad  to  note  that  there 
is  no  decrease  in  the  number  of  service 
advertising  agencies — that  Is,  agencies  that 
are  endeavoring  to  obtain  results  for  their 
clients  rather  than  easy  commissicMis  for 
themselves.  It  is  suggested  to  publishers 
tliat  they  co-operate  with  these  service 
agencies  wherever  possible.  It  may  be  said 
in  passing  that  these  service  agencies  do 
not  specialize  as  press  agents  for  their 
clients.  Tliey  do  not  make  contracts  with 
newspapera  for  the  minimum  rate,  knowing 
that  they  cannot  use  the  amount  of  space 
contracte<l  for,  but  hoping  that  they  may 
get  the  better  of  the  controversy  that  Is 
sure  to  follow  when  the  short-rate  bill  is 
presented. 

THE  COUPON  MENACE. 

Your  committee  takes  this  opportunity  to 
draw  the  attention  of  publishers  to  the 
giving  away  by  manufacturers  and  retailers 
of  premiums  and  profit-sharing  coupons.  We 
regard  the  growth  of  this  custom  as  de¬ 
moralizing  to  sound  business  and  as  a 
distinct  menace  to  newspaper  advertising. 
While  some  definite  plan  of  action  will  yet 
have  to  be  devised  to  met't  this  situation, 
your  committee  urges  every  newspaper  pnl’' 
Usher  to  consider  carefully  all  movements 
loo'king  to  the  elimination  through  legislative 
action,  of  the  giving  of  premiums  and 
coupons. 

In  a  numta'r  of  communities  the  giving 
of  premiums  by  advertisers  has  t)een 
jirohlbited  by  law.  Your  committee  knows 
of  a  large  amount  of  advertising  that  has 
been  diverted  from  legitimate  channels  to 
the  purchase  of  coupons.  Not  the  least  of 
the  evils  of  this  situation  Is  the  fact  that 
manufacturers  using  coupons  are  offering 
premiums  to  their  customers  rather  than 
de|iending  upon  the  quality  of  products. 

The  creation  of  a  public  sentiment  against 
the  gift  enterprises  of  all  kinds  should  be 
encouraged. 

IMPROVW)  METHODS. 

In  connection  with  the  generalization  that 
is  often  made  to  the  effect  that  the  news¬ 
paper  business  Is  poorly  conducted,  your 
committee  submits  that  it  has  found  evi¬ 
dence  in  the  past  year  of  sllp-sbod  methods 
that  fairly  merit  the  attention  of  publishers. 
In  virtually  every  well-regulated  business 
organization  letters  are  answered  the  day 
they  are  received.  This  Is  not  the  case  in 
a  great  many  newspaper  offices,  however. 
Agents  and  advertisers  complain  continually 
that  they  are  unable  to  get  answers  from- 
publishers  to  legitimate  and  businesslike 
inquiries. 

Your  committee  could  cite  many  exainpb'a 
of  this,  but  it  will  merely  refer  to  the  fact 
that  following  Window  Display  Week  one 
of  the  hardest  Jobe  the  bureau  had  was  to 
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obtain  ailoqnate  reportB  from  maiv  newa- 
Mpers  that  had  been  at  paina  and  somo 
npenao  to  ohaorve  the  diapla;  but  coulil 
not  find  time  to  a«nd  in  a  brief  note  about 

In  cloain*  this  report  your  committee 
wliboa  to  expreaa  Its  thanks  to  the  officers 
of  the  A.  N.  P.  A.  for  courtesies  extended 
during  the  year;  to  express  Its  hearty  ap¬ 
preciation  of  the  co-operatlxe  help  given  It 
by  the  Six  Point  League  of  New  Tork,  the 
Newspaper  Representatives’  Association  of 
Chicago,  and  special  representatives  of  news¬ 
papers  generally. 

Your  committee  also  desires  to  thank  the 
newspapers  subscribing  to  the  Bureau  of 
Advertising  for  helping  the  Bureau  to  make 
its  work  effective  during  the  year. 

FINANCIAL  STATEMENT. 

Statement  of  Assets  and  Liabilities  as  of 

March  31,  1916. 

ASSETS. 

Cash  In  Bank .  16.080.88 

Petty  Cash  .  16.81 

Due  from  Members .  8.733.00 

Piimlture  &  Fixtures .  618.84 

-  *10.299.03 

LIABILITIES. 

IMica  charged  but  not  accrued.  *3.794.00 

Unpaid  Expenses  .  476.91 

Bureau  Luncheon  Accotint . .  16.00 

-  4.284.91 

Balance,  being  surplus  at  March 

31.  1915  .  *6.014.12 

I  hereby  certify  that.  In  my  opinion,  the  above 
statement  of  Assets  and  Liabilities  correctly 
shows  the  condition  of  the  Bureau  of  Advertis¬ 
ing  at  March  31,  1916,  and  that  the  attached 
Income  Account  correctly  shows  the  operations 
of  tlie  Bureau  of  Advertising  for  the  period  from 
April  1.  1914,  to  March  31,  1915. 

A  detailed  report  of  my  examination  of  the 
accounts  of  the  Bureau  of  Advertising  has  been 
rendered  under  this  date  to  William  A.  Thom¬ 
son,  Director. 

(Signed)  H.  ORBENMAN, 
Certllled  Public  Accountant. 
New  York,  April  14,  1916. 

Income  Account,  April  1.  1914,  to  March 

31,  1916. 

GROSS  INCOME. 

Members’  dues,  as  charged,  less 
amount  written  off  ns  uncollectible.  *2.’i, 742.00 
sale  of  Newspapers,  as  collected....  4..38 


Sale  of  Binders,  as  collected .  8.00 

.Sale  of  Signs,  as  collected .  ."UI.O! 

Sale  of  Directories,  as  collected....  39.00 
Interest,  as  collected .  86.29 


Total  Gross  income . *25,907.56 

EXPENSES. 

Salaries  .  *14,973.88 

Printing  .  2,!>30.09 

Rent  .  2,121.00 

Pontage  .  1.681.67 

Traveling  Expense  .  1,509.56 

Advertising  talks  .  1,000.50 

Toronto  Convention  Epense.  320.15 

Telegrams  .  258.73 

Telephone  .  252.72 

Miscellaneous  Expense .  228.86 

Advertising  .  217.00 

Stationery  .  179.12 

Newspaper  Window  Displays  1.38.30 

Accounting  . .  75.00 

A.  N.  P.  A.  Convention 

Expense  .  42.60 

Petty  Cash  Stolen  from 

Office  .  22.00 

Committee  Expense  .  12.25 

Legal  Expenses  .  10.00 


Total  Exiienaes  Paid....  *25,574.02 
Depreciation  —  Furniture 
and  Fixtures  .  129.70 


Total  Expenses  .  *25,703.72 


*203.86 

Deduct  excess  of  Unpaid  Expenses  at 
March  31,  1916,  over  March  31, 


1914  .  139.82 

Net  Income  .  *04.04 


The  Corning  (N.  Y.)  Evening  ly^ader 
has  let  the  contract  for  the  erection  of 
a  three-story  fire-proof  building  to  be 
used  as  a  new  home  for  the  paper.  The 
Leader  will  move  into  its  new  home  on 
September  1. 


The  headquarters  of  the  Special  Stand¬ 
ing  Committee  of  the  A.  N.  P.  A.,  of 
which  H.  N.  Kellogg  is  chairman,  in  In- 
dianaoplis  have  been  moved  from  the 
State  Life  to  the  Occidental  Building. 


“A  world  of  facts  lies  outside 
and  beyond  the  world  of  words.” 

Proving  ita  circulation  to  be  the  largest  of 
the  better  kind  in  the  New  York  Evening 
SoM,  THE  GLOBE  sells  it  strictly  as  a  com¬ 
modity  and  haa  forcod  many  of  ita  com¬ 
petitors  to  do  the  same. 

That  is  why  THE  GLOBE  copta 
less  per  line  per  thousand. 

Average  net  paid  circulation  for 

year  ende<l  April  30.  1915 .  184,9*9 

Net  paid  circulation  for  April.  1915  198.900 
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POST-DISPATCH’S  NEW  BUILDING. 

St.  Louis  Newspaper  to  Erect  New  Home 
at  a  cost  of  (400,000. 

Plans  have  been  completed  by  the  St. 
lAiuia  (Mo.)  Post-Dispatch  for  the  erec¬ 
tion  of  a  new  building  in  1916,  to  be  the 
future  home  of  the  paper.  Work  will  be 
begun  in  January  and  it  is  expected  that 
the  building  will  Ite  ready  for  occupancy 
in  a  year’s  time.  The  cost  is  placed  at 
$400,000. 

The  new  home  .of  the  Post-Dispatch 
will  be  six  or  eight  stories  high  with 
basement  and  sub-basement  and  will  have 
giround  dimensions  of  126  feet  by  100  feet. 
Not  less  than  90,000  square  feet  of  floor 
space  will  be  used  by  the  paper,  the  rest 
will  be  occupied  by  offices. 

New  presses,  with  a  maximum  capacity 
of  OfXl.CiOO  copies  of  the  largest  edition  of 
the  Sunday  Post-Dispatch,  will  be  in¬ 
stalled.  New  automatic  stereotyping 
equipment  and  new  composing  room 
equipment  will  also  be  idaced  in  the 
building.  The  first  floor  will  be  occupied 
by  the  counting  room,  a  display  room  for 
one  or  two  presses  and  at  the  rear,  the 
shipping  and  newspaper  delivery  room. 

The  Post-Dispatch  has  outgrown  four 
homes  in  thirty-seven  years. 


N.  Y.  Globe’s  Sunday  Concerts. 

A  series  of  popular  priced  Sunday 
evening  concerts  at  which  some  of  the 
best  known  artists  in  the  musical  pro¬ 
fession  will  rppear,  is  the  latest  enterprise 
of  the  New  York  (N.  Y.)  Globe.  The 
first  concert  will  be  given  on  May  9.  at 
the  Twelfth  Regiment  Armory,  61at 
street  and  Columbus  avenue.  Miss  Mary 
•Tordan,  of  the  Century  Opera  Company ; 
Herman  Weil,  of  the  Metropolitan  Opera 
Company,  and  Arkady  Bourstin,  the 
Russian  violinist,  are  on  the  programme 
for  the  opening  night.  Maximillian 
Pilzer,  Concert  Master  of  the  Phil¬ 
harmonic  Society,  will  conduct  the  Sym¬ 
phony  Orchestra  of  sixty  pieces.  The 
cost  of  tickets  for  the  concerts  will  range 
from  fifteen  cents  to  one  dollar  if  the 
purchaser  presents  a  Globe  coupon, 
otherwise  from  twenty-five  cents  to 
$1.10. 


Elagle’s  Child  Photo  Contest. 

The  Panama-Pacific  Child  Photograph 
Contest  conducted  by  the  Brooklyn  Daily 
Eagle  reached  its  climax  on  May  when 
the  names  of  the  medal  winners  were 
announced.  Over  ‘twenty-two  hundred 
photographs  of  Brooklyn’s  finest  children 
were  submitted.  The  contestants  were 
divided  into  four  classes,  according  to 
age,  the  winners  in  each  class  receiving 
gold  and  silver  medals.  Character,  in¬ 
telligence,  beauty  and  health  were  the 
qualities  considered  in  the  awarding  of 
the  prizes.  The  entire  collection  of  photo¬ 
graphs  has  been  shipped  to  San  Fran¬ 
cisco,  to  be  entered  in  the  National  Child 
Photograph  Contest  at  the  Panama- 
Pacific  Exposition. 


This  Was  Indeed  Hard  Lnck. 

Mark  Goodwin.  Washington  corre¬ 
spondent  of  the  Galveston  and  Dallas 
News,  relates  one  of  the  hardest  luck 
stories  on  a  friend  of  his  that  haa  been 
heard  in  Washington  for  some  time.  He 
says  a  friend  of  his  down  in  Texas  was 
in  very  hard  luck,  and  every  time  he 
needed  money  he  would  pawn  or  sell 
something,  until  at  last  he  had  only  his 
horse  left,  with  which  he  hatc'd  very 
much  to  part.  However,  he  took  it  to 
the  auctioneer  and  had  him  put  up  for 
sale.  Eighty-five  dollars  had  lieen  bid 
on  him  and  the  auctioneer  was  crying 
“going  once,  going  twice,”  and  was  aiwiit 
to  say  the  words  a  third  time — when  the 
horse  dropped  dead.  * 


Moves  Into  New  Quarters. 

The  Vancouver  (B.  C.)  World  recently 
moved  ita  entire  mechanical  plant  and 
offices  into  another  building  between  sun¬ 
down  Saturday  night  and  sunrise  Monday 
morning.  While  the  editorial  rooma  and 
business  offices  were  in  running  order  by 
Monday  night,  the  World  will  be  printed 
on  the  Sun  presses  until  its  own  plant  is 
properly  installed.  The  circulation  of  the 
recently  suspended  Evening  .Tournal  hfis 
been  taken  over  by  the  World. 


Sixty! 

One  of  the  first  things  everybody  was 
taught  was  that  sixty  seconds  make  one  min¬ 
ute,  and  sixty  minutes  make  an  hour. 

Sixty  represents  something! 

Every  day  a  watch  ticks  86,400  times — in 
a  year  it  ticks  31,536,000  times. 

The  NEW  YORK  AMERICAN  is  read 
332,000  times  a  day — 121,180,000  times  a 
year. 

This  represents  only  the  actual  buyers  of 
the  paper. 

How  many  read  it  is  conjecture — but 
since  a  newspaper’s  circulation  represents 
one  buyer  to  every  five  inhabitants,  it  is  con¬ 
servative  to  say  that  at  least  two  persons 
read  every  copy  of  a  newspaper  that  is  so.y. 

The  buyers  of  the  NEW  YORK  AME1«- 
CAN,  daily  and  Sunday,  represent  ONEl- 
SIXTIETH  of  all  the  buyers  of  newspapers 
in  the  United  States. 

It  is  one  tick  of  the  reading  public’s  watch. 

All  of  the  other  newspapers  in  the  Iruid 
represent  fifty-nine  ticks. 

It  is  something  to  be  a  representative  of  as 
big  a  thing  as  the  sixtieth  of  this  country. 

Business  men  should  take  into  account  the 
value  of  having  their  advertisements  appear 
where  at  least  664,000  pairs  of  eyes  have  a 
chance  to  read  them. 

Particularly  should  they  consider  fJie  cost 
of  reaching  such  a  wonderful  constituency 
of  readers. 

It  is  so  small  an  amount  per  reader  that  it 
is  ridiculous  when  you  come  to  think  of  it. 

If  you  spent  as  much  as  $332  per  day,  it 
would  cost  you  only  ONE-TENTH  OF  ONE 
CENT  PER  BUYER  of  the  paper. 

If  you  spend  as  little  as  $33.20  per  day,  it 
would  cost  you  only  ONE-HUNDREDTH 
OF  ONE  CENT  PER  BUYER. 

And  whether  you  spend  $332  per  day  or 
$33.20  per  day,  or  less — you  are  welcome  to 
the  advertising  columns  of  the  NEW  YORK 
AMERICAN,  and  you  will  he  accorded  the 
same  privileges  and  the  same  treatment. 

Your  advertisement  will  reach  eveiry 
reader  of  the  paper — it  will  not  fail  to  give 
you  a  return  for  your  money. 

Have  a  NEW  YORK  AMERICAN  repre¬ 
sentative  call  to  see  you.  A  telegram  fitmi 
out  of  town  will  meet  with  immediate  re¬ 
sponse — ditto  a  telephone — 2000  Beekman. 

New  York  American 

DAILY  and  SUNDAY 
Member  Audit  Bureau  of  Circulatioma 
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EFFECT  OF  WAR  ON  ENGLISH  NEWSPAPERS 


Circulations  Have  Boomed  Enormously,  But  Advertising  Has  Been  Re¬ 
duced  33 1-3  Per  Cent,  Although  Rates  Have  Been  Cut — 

Paper  Supply  Satisfactory 


Bt  Fkederick  Ghundt. 

(Special  Corretpondenoe.) 

Londoit,  April  13,  1915. — No  sound¬ 
ing  roof  answers  more  quickly  than  does 
a  newspaper  office  when  the  word  “War” 
is  whispered.  No  war  has  broken  so  sud¬ 
denly  upon  the  London  Press  as  the  gi¬ 
gantic  struggle  which  now  engages  the 
minds  of  the  whole  civilized  world. 

It  may  be  interesting — now  that  this 
war  of  nations  is  well  into  its  ninth 
moikb — to  consider  the  effects  it  has  had 
upon  the  Press  of  London  from  the  purely 
business  point  of  view.  It  is  impossible 
in  an  article  of  this  length  to  go  into 
details,  to  quote  figures,  and  give  an  ac¬ 
countant’s  report ;  but  there  is  no  dif¬ 
ficulty  in  rapidly  taking  a  glance  at  a 
few  of  those  points  which  will  most  in¬ 
terest  the  readers  of  this  journal. 

The  question  of  circulation  at  once 
occurs  to  the  mind.  One  may  say  at  once 
that  the  circulation  of  the  London  press 
has  gone  up  enormously.  Some  papers, 
of  course,  have  increased  their  circula¬ 
tions  to  a  huge  extent.  The  opening  of 
the  war  found  the  Times  but  recently 
reduced  to  2  cents.  'Hiis  reduction,  fol¬ 
lowing  on  a  brilliant  advertisement  cam¬ 
paign,  immediately  sent  up  the  circula¬ 
tion  of  the  'Times  to  such  an  extent  that 
Printing  House  Square  was  unable  to 
cope  with  the  demand  made  upon  it. 
With  the  war,  this  huge  circulation  has 
been  maintain^. 

ATj.  cracuuvnoNS  up. 

With  one,  or  possibly  two  exceptions, 
the  circulation  of  all  the  morning  papers 
haa  been  increased.  The  evening  papers 
have  increased  their  circulations  rela¬ 
tively  to  an  even  greater  extent  W’ith- 
ont  pretending  to  quote  absolute  figures, 
it  is  safe  to  say — ^for  example — that  the 
Evening  News  is  running  to  its  million — 
which  probably  means  an  increase  of  at 
least  100  per  cent.  Papers  which  were, 
to  put  it  mildly,  “in  the  doldrums,’’  hava, 
since  the  war  began,  found  themselves 
sailing  with  quite  a  cheerful  breeze. 

'The  weekly  papers  which,  it  is  hardly 
necessary  to  say,  are  so  very  different 
in  character  and  in  the  functions  they 
fulfil,  from  those  of  the  United  States, 
show  a  more  interesting  development 
under  war  conditions  even  than  the  daily 
press.  The  serious  weeklies — such  as  the 
Graphic,  Illustrated  London  News,  and 
the  Sphere — have  made  a  most  extraor¬ 
dinary  increase  in  circulation.  Weekly 
journals  of  this  kind,  as  is  well  known, 
are  extremely  hard  to  move;  but  one  of 
the  papers  mentioned  has  increased  its 
weekly  circulation  from  about  45,000  to 
80,000. 

CI.A88  PAPEB8  SUFFEB. 

On  the  other  hand,  the  lighter  weeklies, 
which  make  a  feature  of  theatrical  news 
and  pictures,  of  society  news  and  pictures, 
combined  with  humorous  illustrations, 
have  suffei;^.  It  is  fairly  safe  to  say 
that  with  the  exception  of  that  great 
British  institution  Punch,  all  these  lighter 
weeklies  have  suffered.  It  ia  of  course, 
open  to  the  critical-minded  to  say  that 
E^nch  should  be  ranked  with  the  serious 
productions  of  this  city.  Perhaps  the 
most  notable  example  of  what  war  can 
do  for  a  paper  is  to  be  found  in  the  case 
of  Land  and  Water.  At  the  beginning  of 
the  war  this  country-house  paper  was 
certainly  in  a  very  weak  condition.  Its 
ingenious  director  added  to  its  title,  “The 
Great  War  by.”  He  engaged  Hilare  Bel¬ 
loc  to  write  “The  War  by  Land”;  F.  T. 
Jane  to  write  “The  War  by  Water,”  and 
so  rapid  was  the  demand  for  “The  Great 
War  by  Land  and  Water”  that  the  fortu¬ 
nate  proprietors  are  still  catching  up 
with  it! 

A  very  surprising  feature  in  the  news¬ 
paper  world  since  the  outbreak  of  war 
has  been  the  launching  of  three  abso¬ 
lutely  new  London  papera  Last  month 
the  proprietors  of  the  enterprising  half¬ 
penny  Daily  ninstrated,  the  Daily 
Sketch,  after  a  fortnight’s  notice,  pro¬ 


duced  a  Sunday  illustrated  paper  on  the 
same  lines,  called  the  Sunday  Herald. 
The  at  least  equally  enterprising  proprie¬ 
tors  of  the  Daily  Mirror — with  only  four 
days’  notice — produced  one  week  ahead 
of  the  Sunday  Herald  the  Sunday  Pic¬ 
torial.  Both  these  papers  at  once  leaped 
into  a  circulation  of  over  a  million. 

SUNDAY  PICTORIALS  SUCCESS. 

The  Sunday  Pictorial  is  now  doing  a 
million  and  a  half;  and  the  circulation 
of  both  papers  seems  assured.  A  new 
afternoon  Ixindon  paper  has  also  made 
its  appearance  in  the  shape  of  the  Eve¬ 
ning  Echo  and  Chronicle,  from  the  of¬ 
fices  of  the  Daily  Chronicle.  This  pa¬ 
per,  too,  commanded  immediate  success. 
The  other  Sunday  newspapers  of  London 
that  sent  forth  all  over  the  provinces  huge 
editions  of  a  Sunday  paper  on  Fridays 
and  Saturdays  have  somewhat  suffer^ 
since  the  war  began. 

'The  effect  of  the  war  upon  the  staffs 
of  the  London  papers  must,  of  course,  be 
of  considerable  interest  to  their  fellow 
craftsmen  in  other  countries.  The  edi¬ 
torial  staffs  have  been  practically  unaf¬ 
fected  ;  the  business  staffs,  in  some  cases 
have  been  reduced,  the  reduction  occur¬ 
ring  chiefly  at  the  tail-end.  The  mechani¬ 
cal  forces  have,  on  the  whole,  probably 
been  increased  rather  than  decreased. 
London  newspapers,  like  every  other  Brit¬ 
ish  business  concern,  have,  since  the  war 
began,  suffered  considerable  loss  of  good 
men  from  the  all-compelling  force  of 
Kitchener’s  armies. 

NEWSPAPERMEN  IN  THE  WAR. 

When  the  percentage  of  men  in  va¬ 
rious  businesses  is  reckoned  up.  it  will 
probably  be  found  that  the  newspaper¬ 
men  will  provide  a  figure  at  least  equal 
to  that  of  any  other  business.  The  writ¬ 
ing  man  who  has  suffered  most  haa  been 
the  odd-job  man  of  journalism,  the  free¬ 
lance  who,  without  being  really  attached 
to  any  journal,  has  a  regular  market  for 
his  stuff  in  several  quarters.  The  war 
has  worked  serious  damage  upon  this 
numerous  and  entertaining  class  of  con¬ 
tributors  to  the  English  Press. 

Advertising,  of  course,  was  dealt  a  seri¬ 
ous  blow  before  even  a  gun  was  fired. 
Latterly,  there  has  been  a  recovery.  But, 
generally  speaking,  ordinary  advertising 
has  been  reduced  by  .50  per  cent.  The 
damage,  however,  is  not  actually  so  great 
as  this,  for  advertising  which  haa  sprung 
out  of  the  war  reduces  this  loss  very 
considerably.  ’The  best  authorities  say 
that  the  actual  reduction  of  advertising 
in  the  newspapers  today  is  about  .33 1-3 
per  cent.,  but  against  this  must  be  put 
the  fact  that  rates  all  round  have  been 
cut 

WAR  AD  RATES  PREVAIL. 

All  advertising  today  is  at  war  rates. 
Advertisements  on  boardings,  by  booklet 
and  so  forth,  has  gone  by  the  board.  The 
reduction  may  safely  be  put  at  90  per 
cent.  Most  of  this  kind  of  advertising 
that  one  sees  is  that  of  newspapers  and 
of  the  Government  urging  the  Britisher 
to  enlist.  From  one  end  of  the  British 
Isles  to  the  other  the  pictorial  poster  ap¬ 
pealing  to  the  Englishman’s  patriotism, 
has  displaced  the  appeal  of  the  pill,  the 
soap,  and  the  thousand  other  commodi¬ 
ties  that  interested  him  in  the  days  of 
peace.  Incidentally,  this  affords  an  ex- 
cellejit  example  of  the  relative  values  of 
advertisements  in  the  press  and  advertise¬ 
ments  through  other  mediums. 

At  the  beginning  of  the  war  Fleet 
street  had  some  uneasy  moments  when  it 
thought  of  paper.  This  anxiety  was  soon 
dispelled.  Taking  it  all  round,  the  price 
of  paper  now  haa  not  increased  by  more 
than  15  per  cent,  to  20  per  cent.,  which 
is  really  dne  to  the  increase  in  freight 
rates.  England  held  the  sens  and  saved 
the  paper  situation !  'The  price  of  ink 
is  practically  unaffected  by  the  war. 

FEW  FREE  COPIES  SENT  TO  FRONT. 

To  return  for  a  moment  to  the  matter 


of  circulation,  the  increases  which  have 
been  mentioned  are  in  no  way  due  to  a 
free  circulation  of  papers  among  the 
troops  at  the  front.  Generally  speaking, 
publishers  only  send  direct  to  the  trenches 
in  the  case  of  subscribers.  The  Daily 
Mirror  sends  a  number  of  presentation 
papers  to  the  Tommies,  but  its  auditors 
do  not  allow  this  circulation  to  be  reck¬ 
oned  in  its  more  than  a  million  and  a 
half  daily  circulation.  If  there  were 
any  real  need  to  send  free  copies  of  news¬ 
papers  to  the  men  on  active  service,  there 
is  no  doubt  but  that  the  English  news¬ 
papers  would  be  glad  to  provide  them. 

But  in  this  wonderful  war  the  English 
soldier  can  get  his  newspaper  if  he  wants 
one,  from  home,  as  regularly  if  not  quite 
so  quickly  as  he  got  it  iu  times  of  peace. 
'The  writer  receives  from  friends  at  the 
front  letters  postmarked  2 :45  p.  m. 
London,  which  are  also  stamped  with  a 
date  of  the  previous  day  at  the  front. 
'These  have  frequently  come  in  answer  to 
letters  which  had  been  posted  in  London 
at  such  a  time  as  to  show  that  the  Lon¬ 
don  letter  had  taken  no  longer  time  in 
reaching  the  front  than  the  reply  had 
taken  in  getting  to  London. 

NO  OLD-TIME  CORRESPONDENTS. 

Long  before  this  war  broke  out,  there 
were  those  who  had  prophesied  that  the 
day  of  the  war  correspondent  was  over. 
This  war  has  gone  far  to  justify  that 
prophecy.  No  war  correspondent  has 
made  himself  conspicuous  purely  as  a 
war  correspondent,  simply  because  no 
correspondent  is  allowed  to  see  any  war. 
At  the  very  beginning  when  gallant  lit¬ 
tle  Belgium  was  holding  up  the  Germans 
the  war  correspondent  had  a  chance.  He 
could  go  to  Brussels,  take  up  his  quarters 
in  a  first-class  hotel,  and  after  an  early 
breakfast  take  a  comfortable  train  to  the 
front  and  come  back  with  his  story  in  time 
for  dinner. 

In  those  early  days  the  French  allowed 
a  war  correspondent  to  see  something. 
But  this  was  very  soon  stopped.  The 
war  correspondent  today  is  divided  into 
two  classes,  one  class  is  accredited  and 
taken  on  a  personally  conducted  tour 
round  the  back  of  the  front,  the  other 
sticks  to  some  frontier  town  and  collects 
what  he  can  from  refugees  and  travellers. 
The  man  who  can  get  an  interesting  inter¬ 
view  or  write  a  picturesque  story  of  his 
Cook’s  tour  round  the  trenches  is  about 
the  only  one  who  can  get  anything  of 
real  interest  or  importance. 

CONCERNING  THE  CENSORSHIP. 

It  can  be  seen  from  this  that  the  task 
set  to  a  newspaper  of  providing  its  read¬ 
ers  with  interesting  news  is  more  than 
difficult.  'The  restrictions  placed  upon 
news  by  the  censorship  makes  these  dif¬ 
ficulties  even  greater.  In  the  middle  of 
last  month  the  Press  Bureau  issued  a 
notice  “To  the  Press.”  in  which  it  stated 
“there  appears  to  be  some  misapprehen¬ 
sion  in  the  Press  as  to  the  functions  of 
the  Press  Bureau,  and  it  is  desirable  to 
make  the  matter  plain.” 

The  memorandum  then  goes  on  to  say 
that  the  primary  duty  of  the  staff  of  the 
Press  Bureau  is  “to  censor  all  Press  mat¬ 
ters  submitted,  this  is  done  by  naval, 
military  and  civil  officers  under  the  di¬ 
rection  of  the  director  and  his  assistant. 
All  Press  cable  messages  to.  from,  or 
through  I./ondon  pass  through  the  office, 
of  necessity,  and  are  duly  censored  in  ac¬ 
cordance  with  the  substance  from  the 
various  departments  of  State.  Such  Press 
articles  and  illustrations  ns  are  submitted 


•  v/\/  Newspapers 

are  profiting  by  the  use  of 

WiNTHROP  Coin  Cards 

Leu  trouble  to  collect  email  amounts 
due. 

Remittancea  made  more  promptly. 

Lou  through  failure  to  collect  reduced 
to  «  minimum. 

A  letttrmill  hring  prices  and  details. 
THE  WINTHROP  PRESS 
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are  censored  in  the  same  way.  The  sub¬ 
mission  is  voluntary  ....  Those' 
who  publish  without  submission  do  8o< 
on  their  own  responsibility  and  subject 
to  the  penalties  for  breach  of  the  ‘regula.- 
(Concludei  on  page  1027.) 
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Polly's  Paper  Playmates 

again  make  tbeir  bow  to  the  Sunday  Newa- 
pa|)er  rubliahera. 

A  colored,  pictorial  aupplement,  8x10  in 
glxc,  printed  from  the  very  beet  half-tone 
plates  In  four  colors  on  coated  stock;  each 
aupplement  has  printed  thereon  a  coupon 
calling  for  a  ten  cent  pattern.  The  money 
received  by  the  publishers  for  the  pattema 
pays  a  margin  -of  50  per  cent,  to  the  newa- 
paper.  We  mall  and  pay  poetage.  Write 
or  wire  for  sample  in  colors. 

This  is  a  great  CIRCULATION  producer 
and  malntalner. 
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business  conditions  are  much  better 


normal  conditions.  The  war  orders,  while  nomical  administration  of  that  part  of  the 
not  fully  equal  to  the  demand  that  ob-  plant  under  his  jurisdiction.  We,  of 
tains  in  all  lines  in  normal  times,  are,  course,  give  credit  to  the  circulation  de- 
nevertheless,  suliiciently  large  to  give  us  partment  for  all  money  received  from  that 
all  encouragement  in  regard  to  the  future,  source  and  we  give  credit  to  the  advertis- 
It  now  looks  as  though  some  of  the  con-  iug  department  for  all  income  from  ad¬ 
eems  that  nave  been  running  on  part  time  vertisements.” 
will  shortly  be  compelled  to  return  to  full 
time.  Retail  merchants  have  noticed  that 

while  trade  of  last  summer  and  fall  A  P  ¥lVr 

slumped  very  materially,  it  began  to  im-  A  Ur  W  AA  lii 

prove  around  Christmas  time;  in  fact,  FNCLAND 

sales  during  that  period  were  very  heavy 

and  largely  for  cash.  The  advertising  of  (Concluded  from  page  1026.) 

the  Republican  naturally  fell  off  during  tions  under  the  Defence  of  the  Realm 
the  fall,  but  since  the  beginning  of  the  Act.’  ” 

year  it  has  picked  up  very  satisfactorily  isstikd  on  AUT»-oaiTT 

and  since  March  it  has  been  excellent ;  oaiTT. 

in  fact,  it  is  fast  approaching  the  point  .  memorandum  then  explains  that 
of  breaking  records.  Our  circulation  re-  instructions  given  to  the  press  .from  time 
-  mains  about  the  same.”  time  in  confidential  notices,  “either 

In  tact,  on  hridays  we  prohibitory  or  advisory,  are  issued  at  the 

J.  F.  Orttt,  business  manager  of  the  instance  of  the  great  departments  who 

_  _  _  _  Topeka  {Kan.)  Capital — “Recently  we  alone  have  power  to  take  pro<H>eding8 

the  advertising  made  up  a  statement  which  shows  the  against  those  who  evade  or  ignore  vhem.” 

occa-  following  information :  From  the  total  ex-  In  practice  the  clearest  information 

pense,  including  all  departments,  we  de-  that  the  press  can  get  from  the  censor- 

ducted  all  receipts  excepting  advertising,  ship  as  to  what  it  may  publish  or  may 


[The  following  interviews,  which  were  Jackson  (Mich.)  Patriot — “The  business 
obtained  during  the  recent  A.  1*.  Md  A.  ^  outlook  in  Jacksou  is  very  much  better 
i>  A  conventions  from  visiting  editors,  are  ,  .  i,  -  •  \  ^  . 

hisbly  slgSlflcant,  as  they  indicate  that  than  it  was.  Beginning  about  February 
bu'Lness  is  rapidly  recovering  from  the  re-  1,  the  various  manufacturing  concerns  of 
cent  depression,  and  will  shortly  reach  began  to  put  on  their  full  force 

Bormal  conditions.  .J  men,  thus  taking  iip  a  large  number  of 

if.  U.  De  Young,  publisher  of  the  unemployed  who  had  been  out  of  work 
Son '  Francisco  Chronicle — “San  Fran-  since  the  war  started.  At  the  present 
cisco  is  proud  of  the  success  that  has  time  all  the  factories  are  working  on  full 
thus  far  attended  the  Panama-Fadfic  Ex-  time  and  have  enough  orders  ahead  to 
position.  The  first  month  there  was  an  keep  them  busy  fur  a  lung  time  to  come, 
attendance  of  over  two  million,  breaking  The  Mutual  Motor  Company,  represent- 
all  records  for  world’s  fairs  in  this  coun-  iug  the  consolidation  of  the  companies 
try.  The  receipts  gave  them  a  profit  of  manufacturing  the  Marion  and  Imperial 
|S0,Uo0  above  expenses,  which  is  some-  cars,  is  meeting  with  great  success.  The 
thing  most  unusual  when  you  come  to  stimulation  in  business  is,  of  course,  help- 
consider  the  daily  expenses  are  in  the  iug  advertising. 

vicinity  of  $19,(XX>.  If  this  same  volume  are  compelled  to  expand  from  a  twelve 
of  attendance  is  kept  up  proportionately  page  paper  to  a  sixteen  page  paper  in 
during  the  remainder  of  the  year,  the  ex-  order  to  accommodate  f  _  ‘ 

position  will  show  a  profit  instead  of  a  nearly  every  week,  and  on  some 

deficit.  The  influx  of  so  many  visitors  sious  we  have  been  obliged  to  decline  ad- 

is,  of  course,  having  a  stimulating  effect  vertisiug  because  we  could  not  take  care  _  .  _  ^  ,  , _ , 

upon  local  business.  of  it.  We  are  running  ahead  on  all  our  figuring  that  the  advertising  department  not,  is  a  vague  direction  that  nothing 

"Business  of  the  Chronicle  was  un-  records  and  therefore  are  well  satisfied 
usually  good  last  year.  We  made  twice  with  the  present  outlook.” 

as  much  money  as  we  did  before.  This  ^  ^  Jeffrecs,  of  the  Urcensboro  (i\. 

year  we  w^  probably  do  much  ^tter  ^  Ae«i*-^“The  general  outlook  in 

than  we  did  last  year.  e  circu  i  newspaper  business  throughout  Korth 

shows  a  heMt  y  Carolina  and  the  entire  South  is  very  sat- 

upon  publishers  at  e  nve  o  isfactory.  Greensboro  and  the  surrouud- 

the  exposition  and  see  what  we  have  been  ^  ^  dependent  on  the 

able  to  do  in  assembling  one  of  the  most 

wonderful  collections  of  actured  ^ties,  for  although  we  manu- 

goods  and  agricultural  products  e^r  co  -  cotton  cloth,  we  have  a  number 

lected  anywhere  m  ^e  world.  No  one  other  industries,  principally  fnrniture 
can  visit  the  exposition  without  feeling  making.  Therefore  we  were  not  so  hard 
proud  of  their  country.  ^  would  otherwise 

Fic-for  F.  Lawson,  editor  and  publisher  have  been,  had  our  principal  revenue  been 
of  the  Chicago  Daily  Netos — ^“1  have  read  drawn  from  the  sale  of  cotton, 
the  article  on  the  coupon  evil  and  think  “Uur  volume  of  advertising,  both  local 
that  it  presents  a  very  serious  condition,  and  foi-eign,  shows  an  encouraging  in- 
1  am  inclined  to  believe  that  the  present  crease  over  that  of  last  year.  Unlike 
situation  is  only  temporary  although,  of  many  newspapers  in  the  Southern  field 
course,  1  may  be  mistaken.”  we  have  not  been  compelled  to  carry  our 

,  ,,  local  advertising  on  long  time  credits,  so 

Joines  M.  'Ihomson  pubMer  of  the  equalled  our 

New  Orleans  (Lo.)  Hem-  Ihe  business  ^  advertising.  We  have  not 

depression  has  ^n  a  good  thing  for  us  ^  jj  advertisement  in  five 

in  the  We  realize  it  now  that  it  ^ 

take  account  ot  stock  and  to  sirenginen  Editoe  and 

our  position.  At  pr^nt  business  is  did  in  the  compUing  of  the 

within  10  per  cent,  of  normal.  In  cir-  ^.^^^.^ment  circulation  statements  was 
cukuon  and  advertising,  the  Item  is  appreciated  by  all 

^ut  where  it  was  a  year  ag^  A  num-  publishers.  1  also  read  with 

ber  of  things  have  contributed  to  bri^  greyest  interest  the  article  concern- 
about  this  condition,  especially  m  regard  ^  newspaper 

to  circulation.  We  have  had  a  big  lo^l  advertising,  in  your  issue  of  April  17. 

ana  tnu  aaa  KK«tea  sales.  ...  eensidetatian  Itam  all  newspapers.  Xbe 

Ureensbaro  retail  merebants  some  lew 

r^We  Wl«eTa  a"^' w^  *««  voluntary,  abrnaated  the  .Ir- 

•  re  J  ®  tuuc  US  ^n  as  tne  war  .  trading  stamps  and  although  the 

„  Ilf  f  coupon  menace  has  not  as  yet  seriously 

SuS;SyTlsy“rgre“?  volume  of  “-spapers  will  be 

am  in  fo  i.  ^  ^  #  M  ready  to  place  an  iron  heel  on  its  neck 

the  moment  its  ugly  head  is  raised  from 


Circulation  Plus  Results! 


There  you  have  the  Whole  Story 
of  the  Advertising  Success  of  the 


SAN  FRANCISCO 

CHRONICLE 


Haskins  &  Sells,  Certified  Public  Accountants  and 
Auditors  for  THE  ASSCKIATION  OF  NATIONAL 
ADVERTISERS,  INC.,  New  Yoric  City,  embracing 
the  active  advertising  managers  of  the  United  States, 
have  audited  the  books,  accounts  and  records  of  The 
Chronicle,  and  report  as  follows  for  the 

Year  Ending  December  31,  1914 


WE  HEREBY  CERTIFY  that  the  average  distribution 
of  circulation  of  the  San  Francisco  Chronicle  for  the  period 
indicated,  January  1-December  31,  1914  (exclusive  of  all 
papers  unsold  and  returned),  is  as  follows: 

Daily  Sunday 

Paid  circulation — In  San  Francisco .  33,336  38,017 

Paid  circulation — In  suburbs .  23,495  26,482 

Paid  circulation — In  country  .  32,413  40,101 


TOTAL  NET  PAID . 

Free  circulation  . . 

TOTAL  AVERAGE  CIRCULATION 
of  San  Francisco  Chronicle . v.. 


89,244  104,600 

1,659  2,239 


90,903  106,839 


We  Blanket  Northern  Califo] 


*i7iia 

With  a  single  exception,  there  is  no  other  metro¬ 
politan  morning  newspaper  within  a  wide  radius 
— Los  Angeles,  500  miles  to  the  south ;  Portland, 

Ore.,  800  miles  to  the  north ;  Denver,  1,400  miles 
to  the  east.  Our  traveling  population  in  Northern 
California  alone  is  A  Million  and  a  Half.  Reach 
them  through  the 

San  Francisco  Chronicle 

eastern  OFFICES: 

WILLIAMS,  LAWRENCE  *  CRESMER  CO. 

New  York — Brunswick  Building,  22S  Fifth  Avenue 
Chicago — Harris  Trust  Building,  Ill  West  Monroe  Street 
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THE  EDITOR  and  PUBLISHER 


lion  to  tell  the  publishers  what  they  shall  aud  sliall 
uut  do  in  bulletining  the  several  plays  in  the  games  as 
they  occur.  For  instance  the  directors  of  the  Federal 
llaseball  Club  have  requested  the  Baltimore  News  not 
to  display,  play  for  play,  on  its  scoreboard  the  games 
the  local  club  plays  at  home,  on  the  ground  that  it 
lessens  the  attendance  at  the  park,  and  the  publishers 
have  agreed  to  grant  the  request.  No  one  can  blame 
the  News  for  consenting  to  assist  in  making  the  home 
team  a  financial  success.  Local  pride  counts  even  if 
it  does  cost  something. 

Public  interest  in  baseball,  which  is  as  frequently 
called  the  “national  game,’’  is  such  that  the  news- 
pajier  that  fails  to  give  the  results  of  the  games  played 
makes  a  mistake.  Every  daily  that  is  a  live  paper 
and  pretends  to  record  sporting  news  must  print  some¬ 
thing  about  the  games,  but  is  it  good  business  to  give 
live  and  six  columns? 

Of  course  the  more  you  print  the  better  the  club 
owners  will  like  your  newspaper,  'rhey  do  not  have 
to  pay  the  reporters,  the  compositors,  the  pressmen 
and  the  circulation  men  who  are  employed  in  getting 
out  its  baseball  extras.  It^s  your  own  money  you  are 
sjiending — not  theirs.  The  important  points  in  the 
playing  of  any  important  game  can  be  given  in  a  col¬ 
umn  or,  at  the  outside,  in  a  column  and  a  half.  It  is 
only  the  “cranks’’  that  care  about  the  details,  uiue- 
tenths  of  those  who  are  interested  being  content  with 
the  final  score. 


ALL  ALONG  THE  ROW 


TOLD  BY  A  TYPO. 

At  a  place  where  the  compositors  on  the  moruiqg 
papers  gather,  after  the  last  edition  has  gone  to  press, 
this  story  was  told  by  an  old  typo; 

Some  years  ago,  a  tramp  printer  landed  in  a  little 
town  dead  broke,  but  with  unshattered  nerve.  He 
wandereil  into  a  little  job  office  aud  persuaded  die 
owner  to  trust  him  for  some  small  posters,  saying  he 
would  set  up  the  matter  himself. 

'Fhat  night  he  went  forth  aud  posted  iip  all  over 
town  a  sheet  rending  as  follows : 


AND  JOURNALIST 

FOR  NEWSPAPER  MAKERS,  ADVERTISERS 
AND  ADVERTISING  AGENTS 


Entered  at  tecood  claM  mail  matter  in  the 
New  York  Port  Office 

Is6ucd  every  Saturday,  furms  closing  one  o'clock  on  Friday 
preceding  date  of  publication,  by  The  Editor  and  Publisher 
Co.,  Suite  1117  NAorld  Building,  63  Park  Row,  New  York 
City.  Private  Branch  Telephone  Exchange,  Beekman  4330 
and  4331. 


Is  Ck)MINO 


This  set  all  the  people  to  talking  and  siieculating, 
and  the  next  night  lie  posted  up  another  sheet  wliich 
rend : 


The  Journalist,  Established  1884;  The  Editor  and  Publisher, 
1901;  The  Editor  and  Publisher  and  Journalist,  1907. 
lames  Wright  Brown,  Publisher;  E.  D.  DeWitt,  General 
Manager;  Frank  Leroy  Blanchard,  Editor; 

George  P.  Leffler,  Business  Manager. 


Is  A  Wonder 


This  poster  increased  the  popular  excitement,  aud 
on  the  uext  day  it  was  followed  by  a  third  announce¬ 
ment  : 


Western  Office,  601  Hartford  Bldg.,  Chicago.  A.  R.  Keator, 
Manager.  Telephone,  Randolph  6065. 

San  Francisco  Office;  742  Market  St.  R.  J.  Bidwell,  Manager. 
Telephone,  Kearney  2121. 


S.  J.  Waggaroan,  Jr.,  Special  Representative. 


In  a  personal  letter  to  the  editor  a  correspondent 
brought  out  a  curious  fact  concerning  recent  books  on 
advertising,  namely,  that  nearly  all  of  the  examples 
cited  to  illustrate  different  advertising  principles  have 
been  taken  from  the  magazines  instead  of  the  news¬ 
papers.  Probably  the  reason  for  this  is  that  it  is  easier 
to  find  in  the  magazines  more  typographically  attract¬ 
ive  advertisements  than  in  the  newspapers.  As  the 
present  tendency  of  advertising  is  toward  the  news¬ 
papers,  and  as  it  is  with  the  newspapers  that  the  re¬ 
tailers  must  deal  exclusively,  and  the  national  adver¬ 
tisers  to  a  large  degree,  it  would  seem  that  a  more 
general  use  of  newspaper  examples  would  be  prefer¬ 
able  in  books  of  instruction  on  advertising.  This  is  a 
matter  of  considerable  importance,  and  should  receive 
(he  careful  attention  of  those  writers  who  contemplate 
the  preparation  of  new  works  on  the  subject. 


See  Publisher’s  announcement  for  subscription  and  adver¬ 
tising  rates. 


'Fhe  last  of  the  series  of  posteng  said 


New  York,  Saturday,  May  8,  1915 


Will  Be  at  the 
Opeila  House 
Tonight 


“Oh,  may  I  he  ttrony  and  brave  today. 
And  I  be  kind  and  true. 

And  greet  all  men  «n  a  graciout  way. 

With  frank  good  cheer  in  the  things  I  say, 
And  love  the  things  I  do.” 


'That  night  there  was  an  iiuiLeuse  crowd  before 
the  opera  house  and  a  great  rush  when  the  doors 
were  opened.  The  tramp  printer  was  in  the  box- 
oifice  with  the  proprietor,  whom  he  soon  paid,  and 
then  began  to  stow  away  bills  and  silver  all  over 
his  person. 

When  the  house  could  hold  no  more,  the  printer 
closed  the  box  office  and  went  out.  Ten  minutes  later 
the  curtain  arose,  and  the  audience  which  had  awaited 
its  ascent  with  breathless  excitement,  saw  suspended 
from  one  of  the  borders  a  big  sign  which  said : 


NEW  YORK’S  NEW  ADVERTISING  LAW. 

So  little  was  said  in  the  newspajiers  about  the  pas¬ 
sage  by  the  New  York  I.<egislature  of  the  new  law  to 
prevent  fraudulent  advertising  that  thousands  of 
business  men  at  the  present  moment  are  unaware  of 
its  existence.  And  yet  it  is,  without  doubt,  one  of 
the  strongest  measures  of  the  kind  adopted  by  any 
state. 

An  examination  of  the  analysis  of  the  statute  printed 
on  another  page  shows  that  while  the  old  law  applied 
only  to  false  or  misleading  statements  in  newsjiapers, 
circulars,  form  letters,  or  other  publications,  the  new 
law  covers  every  conceivable  form  of  advertising,  in¬ 
cluding  billboards,  signs,  placards,  labels  and  tags. 

Again,  the  old  law  provided  no  punishment  fur  its 
infraction,  simply  treating  it  as  a  misdemeanor,  while 
the  new  law  fixes  a  minimum  fine  of  $25  aud  a  maxi¬ 
mum  of  $1,000,  or  imprisoumeut  for  not  more  than 
one  year,  or  both. 

Before  ita  final  passage  the  Senate  Couniiittee  on 
Codes  inserted  the  word  “knowingly”  in  the  text. 
Some  claina  that  this  word  kills  the  force  of  the  law 
because  of  the  difficulty  involved  in  proving  that  an 
advertiser  has  “knowingly”  made  false  statements. 
One  thing  is  certain  and  that  is  that  it  places  the 
bulden,  in  any  prosecution  under  the  law,  of  showing 
affirmatively  that  the  false  statement  was  made  pur- 
IMisely. 

Under  the  new  law,  which  was  drafted  by  Bruce 
M.  Falconer,  attorney  for  the  Fifth  Avenue  Associa¬ 
tion,  it  will  l>e  possible  to  put  an  end  to  the  fake  sales 
in  fake  shops  along  the  city’s  busiest  thoroughfares. 

It  will  also  strengthen  the  campaign  against  all 
fraudulent  or  misrepresentative  advertising  that  is 
now  being  carried  on  by  the  live  advertising  clubs  of 
the  state. 


'The  La  Porte  (Ind.)  Herald  calls  attention  to  the 
change  that  has  come  in  newspaper  practice  since  the 
war  began  regarding  the  use  of  the  personal  pronoun. 
The  war  correspondents  are  not  allowed  to  follow  the 
example  of  the  British,  French  and  German  journal¬ 
ists  who  freely  use  the  pronoun  I  in  their  dispatches. 
The  sporting  writers  have  also,  in  a  number  of  in¬ 
stances,  adopted  the  use  of  the  pronoun.  There  is  no 
valid  reason  why  this  should  not  be  done.  A  story 
is  always  more  interesting  when  written  in  the  first 
person,  providing  the  writer  is  not  self-conceited  and 
show's  becoming  modesty  in  whatever  statements  he 
makes. 


Has  Gone 


concerning  the  trail. 

A  correspondent,  writing  to  us,  mentions  the  fact 
that  only  one  reporter  has  yet  been  converted  by  Billy 
Sunday,  and  asks  us  if  we  think  that  a  reporter  cau 
be  a  good  Christian?  We  certainly  do,  although  pos¬ 
sibly  he  might  not  get  a  job  on  the  Jewish  Morning 
Journal. 


The  preparations  already  made  for  the  Ad  Club 
Coiiveution  to  be  held  in  Chicago  next  month  indicate 
that  this  year’s  event  will  overtop  those  of  previous 
seasons.  Owing  to  the  size  of  the  attendance — there 
will  be  not  less  than  3,000,  and  probably  more — and  in 
order  that  every  delegate  shall  be  able  to  hear  the 
tojiics  discussed  in  which  he  is  specially  interested, 
the  greater  part  of  the  time  will  be  devoted  to  the 
sessions  of  the  eighteen  departments  covering  every 
phase  of  advertising.  One  of  the  features  of  the  week 
will  be  a  conference  of  the  teachers  of  advertising — the 
first  to  be  held  hi  this  country.  Already  a  score  or 
more  of  the  leading  teachers  in  the  universities  and 
schools  have  signified  their  intention  of  being  present. 
Every  man  and  woman  who  is  interested  in  advertis¬ 
ing,  and  especially  those  who  are  engaged  in  the  busi¬ 
ness,  should  take  advantage  of  the  opportunities  that 
will  be  presented  at  Chicago  to  add  to  their  store  of 
knowledge  on  this  vital  subject.  Certainly  no  one  who 
goes  to  the  convention  for  the  purpose  of  acquiring 
information  that  will  be  of  real  value  to  him  and  not 
for  the  purpose  of  having  a  jolly  good  time,  can  fail 
to  be  benefitted. 


UVE  MATTER. 


Jess  Willard  of  Kansas. 


FROM  THE  SKINNERSVILLE  SIGNAL. 

“We  do  not  believe  in  newspapers  giving  away 
premiums.  We  tried  it  once  and  it  was  not  a  success. 
On  one  occasion  a  good  talker  persuaded  us  to  pur¬ 
chase  a  job  lot  of  Corn  Eradicator.  We  thought  it  a 
good  scheme,  and  published  a  coupon  good  for  one  box 
of  the  Eradicator.  They  went  like  hot  cakes,  but  a 
few  days  later  we  witnessed  the  sad  sight  of  several 
hundred  of  our  readers  hobbling  about  the  town  on 
blistered  and  swollen  feet,  and  shaking  their  fists  at 
the  Signal,  office  as  they  passed  by.  We  lost  two 
hundred  subscribers  on  that  premium  scheme  and  not 
a  subscriber  lost  a  corn.  Since  then  we  have  de¬ 
pended  on  live  news  and  unpurchasable  editorials  to 
gain  circulation.  Get  on  our  list  and  be  happy.” 

Tom  W.  Jackson. 


BASEBALL  FREE  PUBLICITY 
The  baseball  season  is  on  oui'e  more,  and  many 
of  the  newspapers  are  humping  themselves  to  boost 
the  games  for  the  benefit  of  the  owners  of  the  several 
clubs.  Although  they  do  little  or  no  advertising  in 
the  newspapers  the  magnates  are  showing  a  disposi- 


CARPE  DIEM. 

Now  is  the  time  to  advertise 

The  swatter  that  will  knock  out  flies — 

And  other  things  you  have  in  stock — 

And  give  dull  times  a  Willard  knock. 

Tom  W.  Jackson. 
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PERSONALS. 

William  Kamlolph  Hearst  auil  Mrs. 
Hearst,  who  have  been  absent  from  New 
York  for  several  weeks,  have  returned  to 
the  city.  I>uring  their  absence  they  spent 
considerable  time  at  the  San  Francisco 
Exposition  and  on  their  way  home  visited 
Atlanta  where  they  attended  the  several 
|)erformauies  of  grand  opera  given  by  the 
Metropolitan  Opera  Company  last  week. 

Frank  A.  Munsey  has  denied  the  truth 
of  a  despatch  from  Ixmdon  that  he  has 
offered  the  Red  Cross  Fund  $.">0,000  for 
the  right  to  name  a  sitter  to  be  painted 
by  Sargent. 

Frank  B.  Flaherty,  publisher  of  the 
New  York  Herald,  returned  on  Sunday 
last  from  a  trip  to  Paris  and  Nice,  where 
he  went  to  see  James  Gordon  Bennett.- 

A.  R.  Ilolderby,  Jr.,  for  the  past  ten 
years  business  manager  of  the  Richmond 
(Va.)  Evening  Journal,  has  severed  his 
{•onne<tion  with  that  newspaper,  to  go 
into  the  real  estate  business.  Mr.  Ilold¬ 
erby  was  one  of  the  organizers  of  the 
Journal  company.  As  a  token  of  the 
esteem  in  which  the  office  force  held  Mr. 
Ilolderby  he  was  presented  with  a  silver 
pitcher  when  the  announcement  was  made 
that  he  would  leave  the  company.  The 
presentation  speech  was  made  by  John  D. 
Murrell. 

.1.  J.  Richardson,  one  of  the  owners  of 
the  Davenport  (la.)  Daily  Democrat, 
paid  his  one  hundredth  visit  to  New  York 
this  week.  Mr.  Richardson  has  been  con¬ 
nected  with  the  Ih-inocrat  56  years, 
which  comes  pretty  near  breaking  the 
reiord  for  continuous  service.  He  began 
as  an  apprentice  in  1859. 

Harry  S.  Brown,  chairman  of  the  Ex- 
ei-utive  Committee  of  the  New  York  Her¬ 
ald,  returned  this  week  much  improved  in 
health  from  a  month’s  trip  to  Essex 
County,  New  York. 

Paul  R.  Wendt,  a  Philadelphia  news¬ 
paper  man,  has  been  appointed  superin- 
uuident  of  Independence  Hall  in  that 
city. 

William  F.  Miller,  editor-in-chief  of 
the  Sterling  (Ill.)  Gazette,  has  resigned 
to  l)ecome  managing  editor  of  the  Daily 
Standard  of  that  city.  Harold  E.  Ward, 
of  Freeport,  Ill.,  succeeds  Mr.  Miller  as 
editor  of  the  Gazette. 

I.«slie  A.  Higgins,  formerly  of  the 
Omaha  (Neb.)  World-Herald  staff,  is 
now  editor  of  two  Omaha  magazines,  the 
Motorist  and  the  Tradesman. 

John  Colton,  dramatic  editor  of  the 
Minneapolis  (Minn.)  News,  after  a  week 
spent  in  treading  the  theatrical  boards, 
is  now  publishing  articles  about  his  ex¬ 
periences. 

Robert  M.  Sturgeon,  a  York,  Pa., 
newspaper  man,  has  accepted  a  position 
with  the  Lancaster  (Pa.)  News-Journal. 

Amos  B.  Kellogg,  managing  editor  of 
the  Aberdeen  (S.  Dakota)  American,  has 
resigned.  Mr.  Kellogg  will  be  associated 
with  II.  B.  Watkins,  of  that  city,  in  the 
management  of  the  Watkins  Service. 

John  E.  Gilbreath  has  been  appointed 
city  editor  of  the  Cliattanooga  (Tenn.) 
Times,  succeeding  J.  L.  Chivington,  who 
has  been  named  secretary  to  Mayor  Jesse 
M.  Littleton,  of  Chattanooga. 

Charles,  R.  Bacon,  a  Philadel|)hia  news¬ 
paper  man,  has  been  reappointed  chief 
of  the  New  Jersey  State  Bureau  of 
Slicll  Fisheries. 


WEDDING  BELLS. 

Robert  Edwin  Turner,  business  man¬ 
ager  of  the  Norfolk  (Va.)  Virginian- 
Pilot,  and  Miss  Lucile  Graves  Millner, 
were  "married  at  the  Monticello  Hotel, 
Norfolk,  on  April  26. 

Joseph  Shaplen,  a  Philadelphia,  Pa., 
newspaper  man,  and  Miss  Sophia  E. 

Modell,  were  married  at  the  home  of 
tlie  bride’s  jiarents  in  that  city  on 
April  25. 

Nathan  Strauss,  Jr.,  editor  of  Puck, 
ami  Miss  Helen  Emlie  Sachs,  were  mar¬ 
ried  in  Temple  Beth-El,  in  New  York 
City,  on  April  29. 

Riiy  H.  Jenkins,  a  Saginaw,  Mich., 
newspaper  man,  and  Miss  Esther  H. 

Srdiulz,  were  married  in  that  city  on 
April  2.5. 


M.  Joseph  Hahn,  of  the  Utica  (N.  Y.) 
Observer  staff,  and  Miss  Nora  M.  Rocke, 
were  married  in  St.  Joseph’s  Church, 
Utica,  on  April  28. 


IN  NEW  YORK  TOWN. 

John  P.  Gavit,  managing  editor  of  the 
Evening  Post,  has  just  returned  from  a 
three  day’s  fishing  trip  in  the  northern 
part  of  the  state,  lie  reports  the  best  of 
luck — “but,  say,  that  one  I  almost 
caught,”  etc. 

George  E.  Hughes,  city  editor  of  the 
Globe,  says  that  this  back  to  Nature 
stunt  is  no  good.  Mr.  Hughes  has  a  farm 
near  Plainfield,  N.  J.,  on  which  he  care¬ 
fully  laid  out  and  planted  an  asparagus 
bed.  Some  days  after,  when  the  asparagi 
W'ere  beginning  to  bud,  or  shoot,  or  what¬ 
ever  it  is  they  do,  Mr.  Hughes  instructed 
his  hired  man  to  weed  the  bed,  with  the 
result  that  the  man  weeded  up  all  the 
asparagus  plants.  It  is  the  unanimous 
opinion  of  the  Globe  staff  that  as  a  farmer 
Mr.  Hughes  is  a  fine  city  editor. 

Jason  Rogers,  publisher  of  the  Globe, 
has  posted  a  notice  in  the  editorial  roouiV  ' 
asking  the  co-operation  of  all  members  of  w 
the  staff  in  his  campaign  to  make  May  8 
“Straw  Hat  Day. 
if  it  rains! 

Caleb  Marsh  Van  Hamm,  editor  of  the 
Chicago  Examiner,  will  return  next  week 
to  the  staff  of  the  American,  of  which  he 
was  formerly  managing  editor. 

William  Henry  Beers,  who  has  been 
associate  editor  of  the  Fourth  Estate  for 
some  time,  has  resigned  to  become  gen¬ 
eral  manager  of  the  American  Thrift 
Society,  50  Broad  street.  New  York. 

E.  U.  Purcells,  for  fifteen  years  with 
the  McClure  Newspaper  Syndicate,  is 
now  in  charge  of  the  Syndicate  Depart¬ 
ment  of  the  New  York  Tribune. 


Julian  B.  Arnold,  son  of  the  late  Sir 
Edwin  Arnold,  who  disclosed  his  identity 
recently  after  a  year’s  residence  in  Chi¬ 
cago  under  an  assumed  name,  pursuant 
to  a  gigantic  financial  failure  in  Eng¬ 
land,  lectured  on  his  father’s  works  at 
the  Press  Club  this  week. 

E.  Marshall  Young,  formerly  managing 
editor  of  the  oldest  weekly  newspaper  on 
the  I’acific  coast,  the  San  FVancisco 
News-Letter,  has  joined  the  Journal  staff. 
With  W.  N.  Burkhardt,  assistant  city 
editor,  he  is  conducting  the  Journal’s 
University  Extension  Course. 

Thomas  Steep,  of  the  Associated  Press, 
has  been  transferred  from  the  Chicago 
office  to  Vera  Cruz,  Mex. 

C.  Ray  Stephenson,  formerly  with  the 
Associated  Press  at  Milwaukee,  Wis.,  has 
been  transferred  to  the  Chicago  bureau. 


WASHINGTON  PERSONALS. 


Bond  P.  Geddes,  chief  of  the  Capitol 
staff  of  the  United  Press,  is  in  Syracuse 
covering  the  Barnes-Koosevelt  li^l  suit 
trial  for  his  association. 

Oscar  King  Davis,  formerly  chief  of 
the  New  York  Times  Bureau,  more  re- 
Won’t  it  be  a  shame  cently  publicity  agent  for  the  Progressive 
party  and  special  Washington  corre¬ 
spondent,  is  now  writing  news  stories 
from  Japan. 

Morton  M.  Milford,  member  of  the 
staff  of  the  Indianapolis  News,  and  Tom 
Shipp,  a  well-known  newspaper  man, 
are  traveling  to  Indiana  by  automobile. 

The  news  of  the  death  of  William  G. 
Nicholas,  former  Washington  correspond¬ 
ent  for  the  Chicago  Evening  Post,  In¬ 
dianapolis  Journal  and  other  papers,  was 
received  in  Washington  with  deep  regret 
by  his  many  friends  and  former  associ¬ 
ates. 

Frank  I.  Whitehead,  of  the  Washing¬ 
ton  Post,  is  at  Old  Point  Comfort  cover¬ 
ing  the  Virginia  Bankers’  Association 


CHICAGO  PERSONALS 
William  D.  Boyce,  president  of  the  meeting. 
W,  D.  Boyce  Publishing  Company,  has 
returned  from  Europe  where  he  went  as 
war  correspondent  for  his  papers,  the 
Chicago  Saturday  Blade  and  the  Indian¬ 
apolis  Sun.  Impressed  with  the  bene- 


Joseph  C.  Breitenstein,  formerly  of  the 
Canton  (Ohio)  Repository  and  Canton 
Daily  News,  who  has  been  holding  an 
important  position  in  the  office  of  the 
secretary  of  the  Senate,  has  been  ap- 


ficial  effects  of  prohibition  of  the  liquor  pointerl  Assistant  United  States  District 


traffic,  as  Mr.  Boyce  observed  it  on  the 
continent,  he  has  ordered  liquor  advertise¬ 
ments  out  of  all  his  publications,  includ¬ 
ing  Farming  Business  and  the  Chicago 
I.edger. 

Walter  Niebuhr,  publisher  of  the  Lin¬ 
coln  (Ill.)  Daily  Courier,  and  Progres¬ 
sive  party  leader  in  Illinois,  will  go  to 


Attorney  for  the  Northern  District  of 
Ohio,  with  headquarters  at  Cleveland. 
He  will  leave  Washington  May  15. 

Otto  Praeger,  postmaster  of  Washing¬ 
ton,  formerly  Washington  correspondent 
for  the  Dallas  (Tex.)  News,  has  issued 
liis  first  annual  report,  which  shows  that 
he  has  saved  the  government  over  a  hun- 


Berlin  next  week  as  correspondent  of  the  dred  thousand  dollars  since  his  incum- 
Western  Newspaper  Association  and  the  bency. 

Chicago  Tribune.  Mr.  Niebuhr  expects  President  Wilson  has  received  a  very 
to  obtain  stories  on  the  political  side  of  handsome  copy  of  the  San  Francisco  Call 
the  war  from  the  German  standpoint  and  printed  on  silk.  This  copy  contains  a 
does  not  plan  on  spending  much  time  at  life-size  bust  of  the  President  printed 
or  near  the  front.  During  his  absence  on  the  front  page,  and  was  one  of  the 
the  Courier  will  be  directed  by  Wayne  edition  of  the  paper  in  which  the  invi- 
Calhoun.  tation  of  the  San  Francisco  Exposition 

Robert  H.  Rohde,  rewrite  man  on  the  was  extended  to  the  President. 


Tribune,  has  returned  to  work  after  three 
weeks  in  the  hospital  where  he  sub¬ 
mitted  to  a  throat  operation. 

Paul  Murphy,  a  son  of  W.  J.  Murphy, 
publisher  of  the  Minneapolis  Tribune,  has 
joined  the  local  staff  of  the  Chicago 
Tribune. 

Robert  W.  Maxwell,  of  the  Examiner 
copy  desk,  addressed  the  Chicago  chapter 
of  the  Swarthmore  college  alumni  at  the 
University  club  at  luncheon  Tuesday. 
Mr.  Maxwell  represented  the  United 
States  at  the  Olympic  games  at  Athens 


Oliver  Owen  Kuhn,  prominent  cor¬ 
respondent  for  local  and  Oklahoma 
I>apers,  was  married  to  Miss  Leonor 
Rivero,  daughter  of  the  Cuban  minister 
to  Italy,  on  the  fifth  of  April. 

Frank  B.  Lord,  correspondent  of  Nor¬ 
man  E.  Mack’s  National  Democratic 
Monthly,  and  president  of  the  National 
Press  Club,  accompanied  the  Congres¬ 
sional  party  to  Hawaii,  leaving  Washing¬ 
ton  last  Tuesday.  The  Congressional 
party  goes  as  the  guests  of  the  Hawaiian 
government. 


lira  lur  vrijiitpxv 

1904  and  for  four  years  has  coached  x  Henry  M.  Pindell,  publisher  of  the 


the  Swarthmore  football  team. 


Peoria  (Ill.)  Journal,  who  was  ap- 


Bessie  Rowland  James,  formerly  of  the  pointed  American  ambas.sador  to  Russia, 
Examiner,  has  become  assistant  publicity  but  resigned  shortly  after  his  confirma- 
mannger  of  the  United  Photopla.vs  Com-  tion,  has  been  in  Washington  for  the 
pany,  which  -is  erecting  a  $60,000  studio  last  few  days.  Mr.  Pindell  will  leave 
here.  Its  principals  are  believers  in  in  a  few  dayrf  for  Europe,  and  his  sev- 
newspaper  advertising  and  are  planning  eral  conferences  with  the  Secretary  of 


an  extensive  publicity  campaign. 


State  gave  rise  to  the  belief  that  he 


President  Charles  H.  Porter,  of  the  would  be  sent  abroad  on  a  secret  mis- 
Advertising  Association  of  Chicago,  and  sion.  This  was  denied  at  the  State  De- 
Mrs.  Porter,  have  returned  from  a  month’s  partment. 

Major  C.  Fred  Cook,  general  news 
manager  of  the  Washington  Star,  it 
is  rumored,  will  shortly  be  appointed  the 


sojourn  on  the  Pacific  coast  where  Mr. 
Porter  went  to  arouse  enthusiasm  in  the 
June  convention. 


E.  F,  Younger  has  joined  the  staff  of  commanding  officer  of  the  militia  of  the 


the  Herald  New's  Bureau. 

Miss  Marian  Bowlan  has  resigned  as 


District  of  Columbia. 

Robert  D.  Heinel.  member  of  the  staff 


society  editor  of  tlie  Journal  and  her  of  the  “Nation’s  Business,”  is  now  the 


I)lace  has  been  filled  by  Miss  Magda 
Frances. 


chairman  of  the  publicity  committee  of 
the  National  Press  Club. 


OBITUARY  NOTES 

Lee  j.  Roebi’ck,  who  was  associated 
with  his  father,  Walter  S.  Roebuck,  in 
the  publication  of  the  Bellefontaiu  (Ohio) 
Index-Republican,  died  in  Toledo,  O., 
April  25,  aged  42  years. 

Gkoboe  W.  Watkins,  a  former  proof¬ 
reader  on  the  Boston  (Muss.)  Herald. 
Providence  (R.  I.)  Post  and  the  New 
Y’ork  (N.  Y.)  Sun  and  Times,  died  iu 
Portsmouth,  N.  H.,  on  April  27,  aged  72 
years. 

Carlos  H.  Smith,  founder  of  the 
Elgin  (Ill.)  Dally  New^  died  in  8t. 
Petersburg,  Fla.,  on  April  26,  aged  66 
years. 

J.  Frederick  Kuhn,  for  many  years 
managing  editor  of  the  Newark  (N.  J.) 
Freie  Zeitung,  died  at  his  home  in  Newark 
on  April  29,  aged  69  years. 

Arthur  Hoeber,  for  many  years  art 
critic  of  the  New  York  (N.  Y.)  Globe, 
died  at  his  home  in  Nutley,  N.  J.,  on 
April  29,  aged  61  years.  Mr.  Hoeber  was 
the  author  of  "Treasurers  of  the  Metro¬ 
politan  Museum,”  “Painting  in  . the  Niae- 
teenth  Century  in  France,  Italy,  Spain 
and  Belgium,”  and  recently  finished  a 
volume  to  be  caUed  “Barbizon  Painters.” 

William  Gardiner  Nicholas,  a  fi¬ 
nancial  writer  for  leading  newspapers, 
died  at  his  borne  in  New  York  City  on 
May  3.  Mr.  Nicholas  had  had  a  lengthy 
experience  with  Western  newspapers  and 
was  a  former  Washington  correspondent 
of  the  Chicago  (Ill.)  Evening  Post. 

James  Fairchild  Hudson,  for  thirty- 
three  years  an  editorial  writer  on  the 
Pittsburgh  (Pa.)  Dispatch,  died  at  his 
home  in  Ben  Avon,  a  suburb  of  Pitts¬ 
burgh,  on  May  3,  aged  69  years.  Mr. 
Hudson  was  the  author  of  several  books 
on  railway  and  financial  problems,  among 
them  being  “The  Railways  and  the  Re¬ 
public,”  and  “A  Silver  Symposium.” 

Francis  Swigert,  editor  and  publisher 
of  the  New  York  Mercantile  and  Financial 
Times,  died  at  his  home  in  New  York 
City,  on  April  30,  aged  66  years.  Mr. 
Swigert  was  formerly  a  member  of  the 
staff  of  the  Brooklyn  (N.  Y.)  Dnily 
Eagle  and  of  several  other  New  York 
papers.  He  founded  the  Mercantile  nad 
Financial  Times  in  1875. 

Andrew  Van  Orden  Urmt,  for  mere 
than  a  quarter  of  a  century  general  man¬ 
ager  of  the  Louis  V.  Urmy  Advertising 
Agency,  41  Park  Row,  New  York  City, 
died  at  his  home  on  Staten  Island,  on 
May  4.  Mr.  Urmy,  who  was  86  years 
old,  served  in  Company  I,  Twelfth  Regi¬ 
ment,  New  York  Volunteers  throughout 
the  Civil  War. 

Frank  Martin  Davies,  a  banker  and 
broker,  son-in-law  of  E.  M.  (/Neill,  vice- 
president  of  the  Pittsburgh  Despatch 
Publishing  Company,  died  at  his  home  in 
New  York,  May  2.  He  was  a  member  of 
the  firm  of  Davies,  Thompson  &  Co.,  of 
140  Broadway. 


South  Africa  Represented  Here. 

A  representative  of  a  syndicate  of 
“leading  South  African  newspapers”  is 
now  in  the  United  States  to  give  Ameri¬ 
can  manufacturers  information  in  regard 
to  South  Africa  in  connection  with  ad¬ 
vertising.  He  states  that  he  is  in  posi¬ 
tion  to  present  facts  concerning  South 
African  conditions  and  the  opportunities 
there  for  American  goods.  His  address 
may  be  had  from  the  Bureau  of  Foreign 
and  Domestic  (Commerce  and  m 
branches. 


N.  Y.  Tribune  Men  Honored. 

William  Barker,  for  fifty  years  cashier 
of  the  Tribune  Association,  was  presented 
on  May  5  with  a  handsome  Swiss  watch, 
inscribed,  “To  William  Barker,  from  his 
friends  on  The  Tribune,  May  15,  1865- 
1915.”  G.  Vernon  Rogers,  general  man¬ 
ager,  made  the  presentation  speech  and 
the  gift  came  as  a  complete  surprise  to 
Mr.  Barker,  who  will  continue  at  his 
post. 


Mrs.  Mary  Craig  Sinclair,  wife  of  Up¬ 
ton  Sinclair,  the  novelist,  is  reported  to 
have  sued  practically  every  daily  news¬ 
paper  which  a  year  ago  printed  a  story 
alleging  that  she  had  been  arrested 
New  York  CSty  in  connection  with  a 
demonstration  in  front  of  John  D.  Rocke¬ 
feller’s  office. 
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THE  EDITOR 


INTENSIVE  CULTIVATION  OE  THICKLY 


Memufacturers  everywhere  are  realizing,  more  and 
more,  that  the  great  question  of  successfully  and  econom¬ 
ically  advertising  a  product  of  any  kind  will  never  be 
solved  until  after  the  equally  important  point  of  distribu¬ 
tion  is  disposed  of. 


All  of  the  advertising  imaginable  will  do  nothing  more 
than  make  people  ask  for  the  article  advertised,  and  it  is 
human  nature  that,  when  the  article  asked  for  is  not  ob- 
tmnable  where  asked  for,  a  substitute  will  be  taken  in  the 
majority  of  cases. 


That  is  one  of  the  fundamental  merchandising  truths 
that,  hidden  for  years  by  the  glitter  of  “general  publicity” 
and  the  old  wheeze  of  advertising  creating  a  demand  that 
will  force  the  dealer  to  stock  up,  is  being  brought  to  light 
and,  polished  off,  is  outshining  the  lesser  lights. 


“Zone  advertising,”  so  called  because  it  can  be  prac¬ 
ticed  in  any  given  territory,  is  gaining  in  popularity  daily. 
It  is  logical.  It  can  be  done  with  a  minimum  of  “lost 
motion.”  It  can  be  watched  and  watched  closely. 


And  in  choosing  a  “zone”  no  manufacturer  can  afford 
to  overlook  the  great  zone  of  New  York  State.  Start  from 
any  point  you  wish,  get  your  goods  in  any  city  or  town  and 
get  them  in  where  they  have  a  chance,  then  advertise  in 
the  local  paper,  and  you  will  have  connected  your  product 
with  your  customer,  through  the  customer’s  home  paper, 
and  linked  the  product  with  a  local  dealer. 


This  kind  of  intensive  cultivation  of  one  city  will  dem¬ 
onstrate  its  efficacy  and  then  the  “zone”  may  be  increased 
to  take  in  adjoining  localities. 


And  in  no  other  “zone”  can  a  manufacturer  find  as 
many  “worth  while”  localities  as  may  be  found  in  New 


York  state.  At  once  one  of  the  most  thickly  populated  and 
prosperous  states  of  the  Union,  the  possibilities  in  New 
York  state  are  greater,  the  rewards  greater  than  can  be 
found  in  any  other  similar  area  of  territory. 


The  manufacturer  who  has  New  York  state  thor¬ 
oughly  cultivated,  thoroughly  covered,  is  ready  to  go  into 
new  territory,  but  there  is  no  other  place  as  well  worth 
cultivating. 

In  developing  a  market  in  New  York  state  the  manu¬ 
facturer  will  find  the  newspapers  named  in  this  advertise¬ 
ment  organized  to  help,  in  every  way,  the  development 
work. 


NEW  YORK  STAl 


Advertis¬ 
ing  Rate 
for 

City  Paper  Circulation  2,500  lines 

Albany  Journal  (E) .  °  16,982  .05 

Albany  Times-Union  (E) .  °41,165  .06 

Albany  Knickerbocker-Press  (M)..  °38,511  .  .05 

Albany  Knickerbocker- Press  (S) . ..  ° 30,000  ,05 

Auburn  Citizen  (E) .  °6,580  .0178 

Binghamton  Press-Leader  (E) .  °25,817  .05 

Brooklyn  Eagle  (E&S)  3c .  °44,227  .16 

Brooklyn  Standard-Union  (E) .  °°61,970  .15 

Brooklyn  Standard-Union  (S) .  °°71,254  .15 

Brooklyn  Daily  Times  (E) .  41,050  .11 

“““Courier  (M)  t59,669  ^  +10000?  11 

Buffalo^  00 oEnquirer  (E)  t50,323j  t109,992  .14 

Buffalo  ““Courier  (S) .  t83,357  .14 

Buffalo  News  (E) .  “104,281  .15 

Buffalo  Times  (E&S)  .  “57,008  .09 

Elmira  Star-Gazette  (E) .  “19,577  .035 

Gloversville  Herald  (M) .  “7,060  .02 

Gloversville  Leader- Republican  (E)  “5,349  .0143 

Ithaca  Journal  (E) .  “5,750  .025 

Lockport  Union-Sun  (E) .  “5,230  .0157 

Mount  Vernon  Daily  Argus .  “5,279  .0214 

New  York  Globe  (E) .  “185,471  .28 


Twenty-four  (24)  leading  magazines, 
Canada,  have  in  the  State  of  New  York  ak 


General  advertisers,  agents  and  space! 
tions  and  distribution  facilities  in  New  Yo 
dominant  newspapers  listed  above  will  aidi 
nicate  with  THE  EDITOR  AND  PUBU 
Suite  1117  World  Building,  New  York.  Pl* 


New  York  State  offers  one  of  the  best  “prospects”  topii 
advertising  will  produce  more  per  dollar  spent ftn 

miles.  All  this  can  be  done  bjjia 


Yo 

Yo 

Yo 

lYo 

lYo 

Yo 

teste 

nect 

Re 

trto' 

tO' 


veri 

nly 

iSui 

pbli 


pen 

eti 

pen 


net 

iBoi 


New  York  newspapers  serve  adp  i 
their  business  kAiJ 


Itic 

le 


In  order  to  obtain  this  New  York  Statej 
culation  of  these  magazines,  in  as  much  asij 
states  or  by  zones. 

Therefore,  the  advertiser  who  wishes' 
New  York  must  pay  the  combined  rate  ofi 


it 

llj 


Now,  assuming  that  the  national  advc 
combined  rate  is  $79.56  per  line,  he  will  lindj 
State  from  these  magazines  cost  him  a  tot 


|se 

J7 

tr 


Comparing  the  cost  of  this  New  Yorki 
trated  newspaper  circulation  around  which  | 
line  the  advertiser  can  buy  a  newspaper  ch 
newspapers  a  bonus  of  510,970  circulation  atj 
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LATED  TERRITORY  MOST  PROFITABLE 

und  anywhere,  a  prospect  where  properly  merchandised 
in  be  found  in  any  other  equal  area  of  square 
lanufacturer  with  the  help  of  these 

TT  V  \X7 A  PTT  PJ  ^  There  is  a  tremendous  advertising  force  in  these  news- 

11j  A  ilHi  ▼▼  naoers.  Thev  stand  for  the  best  of  evervthinjz  in  their  com- 


Advertis¬ 
ing  Rate 
for 

Circulation  2,500  lines 


Advertis¬ 
ing  Rate 
for 

10,000  lines 
.16 
.405 
.29 


York  Evening  Post  (E) .  t31,189  .18  .16 

York  Times  (M&S) .  "298,248  .45  .405 

York  MaU  (E) .  °  157,044  .32  .29 

York  World  (M)  1 .  °391,944  .40  .40 

York  World  (S)  ) 

York  World  (E) .  "385,505  .40  .40 

jester  Union  &  Advertiser  (E)  "38,715  .08  .055 

ectady  Gazette  (M) .  ttt21,118  .06  .04 

Record  (M&E) .  **22,670  .035  .035 

rtown  Standard  (E) .  "10,621  .021  .0142 

rtown  Times  (E) .  "13,700  .02  .02 

2,336,664  3.7452  3.4554 

ovemment  Report. 

verage  net  paid  sworn  to  by  publisher. 

nly  Buffalo  papers.  Publisher  states,  examined  daily  and 
Sunday  by  A.  A.  A. 

iblisher’s  signed  statement  of  average  gross  figures  on  file 
in  this  office. 

rerage  Gross  A.  A.  A.  Audit, 
et  paid  figures  supplied  by  Publisher, 
rerage  net  paid  A.  A.  A.  Audit. 

ther  circulation  ratings  are  from  Nelson  Chesman’s  Rate 
Book  for  1914. 

ew  York  State  population,  9,113,279. 


in  the  dual  capacity  of  making 
dly  and  nationally. 

tion  scattered  all  over  the  United  States  and 
ned  circulation  of  1,787,119. 

it  is  necessary,  however,  to  buy  the  entire  cir- 
tly  impossible  for  them  to  sell  circulation  by 

,787,119  magazine  circulation  in  the  State  of 
ines,  which  is  $79.56  per  line. 

se  all  the  circulations  of  the  magazines,  whose 
87,119  circulation  which  he  gets  in  New  York 
:r  line. 

-Illation  with  the  cost  of  the  combined  concen- 
sement  is  written,  we  find  that  for  $3.4504  per 
,336,664.  On  this  basis,  the  advertiser  gets  in 
nf  the  cost  of  the  magazine  circulation. 

I  further  light  in  respect  to  marketing  condi- 
State  and  the  degree  to  which  the 
1  co-operation,  are  requested  to  commu- 
J^yf^NALIST,  The  Newspaper  Advocate, 
an  4330  and  4331. 


There  is  a  tremendous  advertising  force  in  these  news¬ 
papers.  They  stand  for  the  best  of  everything  in  their  com¬ 
munities,  and  can  “deliver  the  goods”  to  the  manufacturer 
at  a  less  rate  per  sale  than  the  sales  can  be  procured  for  in 
any  other  way. 

The  old  idea  of  buying  advertising  space  “by  the  thou¬ 
sand”  is  losing  force  just  as  is  the  old  way  of  developing  a 
market  by  advertising  before  it  is  merchandised.  Space  is 
computed  as  being  worth  “so  much  per  sale”  rather  than 
so  much  per  thousand,  and  that  basis  of  measurement  is 
the  one  thing  that  is  changing  the  force  of  all  advertising 
and  increasing  the  national  advertising  in  deuly  papers 
while  the  magazines  are  showing  a  corresponding  loss. 

There  are  certain  commodities  that  can  stand  maga¬ 
zine  space.  That  fact  must  not  be  lost  sight  of.  But,  un¬ 
less  a  product  has  practically  universal  distribution,  there 
is  so  much  waste  space  in  magazine  advertising  that  the 
cost  “per  sale”  is  very  high,  indeed. 

The  newspaper  publishers  named  here  will  help  YOU 
get  YOUR  commodity  before  THEIR  readers,  and  they 
will  help  you  get  your  merchandise  on  the  shelves  of  the 
stores  of  their  cities,  so  that  when  your  advertising  appears 
it  can  deliver  the  goods. 

That  is  a  service  that  is  worth  almost  anything  to  the 
man  who  wants  to  distribute  goods.  It  is  a  service  that  not 
only  helps  the  advertiser,  but  it  helps  the  papers,  because 
it  makes  the  advertising  valuable  to  the  advertiser,  and 
advertisers  are  prone  to  stay  with  advertising  that  pays. 

You  may  call  it  “conservation,”  you  may  call  it  “con¬ 
centration,”  but  no  matter  how  or  what  you  call  it,  it  is 
hard  headed  business  philosophy,  this  getting  the  product 
and  the  consumer  together  with  as  little  lost  motion  as 
possible,  and  that  is  what  can  be  done  by  First  a  Selling 
Campaign  in  New  York  state,  or  a  part  of  it,  followed  by 
an  advertising  campaign,  CONCENTRATED,  and  kept 
within  the  bounds  of  the  territory  where  it  can  produce. 

Any  manufacturer  who  is  interested  in  developing 
territory,  and  wants  to  start  in  territory  where  the  ex¬ 
pense  of  development  is  comparatively  small,  and  where 
the  possibilities  of  development  are  very  great,  indeed,  can 
get  a  lot  of  valuable  information  by  asking  THE  EDITOR 
AND  PUBLISHER  to  supply  it.  It  will  be  done  without 
any  cost,  and  it  will  be  a  revelation. 


1032 


THE  EDITOR  AND  PUBLISHER  AND  JOURNALIST. 


PROFITABLE  NEWSPAPER  ADVERTISING 

Altman's — The  Most  Dignified,  Highest  Grade  Copy  in  the  Department 
Store  Business.  An  Example  of  Playing  to  Form  Decade  After  Decade 


MU’HAEI.  FKEIDSAM. 
l^riident.  B.  Altmsn  &  Co. 

What’s  in  a  name?  It  was  a  good 
many  years  ago  tliat  Sliakespeare  sprung 
tliis  query  on  the  gentle  and  unsuspecting 
public,  and  in  so  doing  he  started  some¬ 
thing. 

What’s  in  a  name?  Well,  it  depends 
a  great  deal  on  the  name;  then  it  de- 
(lends  on  how  that  name  is  used  or  mis¬ 
used.  There  are  names  and  names,  you 
know. 

Altman’s.  Ah,  there’s  a  name  to  con¬ 
jure  with.  What’s  in  it?  A  whole  lot. 
More,  in  fact,  than  there  is  in  any  other 
name  in  retail  dry  goods  circles  in  New 
York. 

Altman’s  could  be  spelled  differently, 
and  still  be  recognized  by  the  New- 
Yorker  and  the  stranger  within  the  gates. 
It  could  be  spelled  “Class”  or  "Quality” 
or  ‘‘Style,”  and  stiU  it  would  be  Altman’s. 

Altman’s  is  not  the  oldest  store  in 
New  York,  but  it  is  admittedly  the  finest. 
It  is  the  standard,  absolute,  unassailed, 
unquestioned. 

STABTEU  MANY  YEARS  AGO. 

It  was  a  good  many  years  ago  that 
Iteiijamin  Altman  started  this  business. 
The  first  store  was  on  Third  avenue,  near 
'I'enth  str**et.  In  the  early  seventies  the 
store  was  moved  to  .Sixth  avenue,  be¬ 
tween  Twenty-first  and  Twenty-se<‘ond 
streets,  and  in  I87U  it  was  moved  to 
Nineteenth  street  and  Sixth  avenue, 
where  for  thirty  years  it  set  standards, 
and  very  high  standards,  too,  for  other 
stores  to  follow,  and  most  of  them  fol¬ 
lowed  a  long  way  behind. 

Keeping  stAe  and  setting  standards 
was  not  all  that  Mr.  Altman  did,  how¬ 
ever.  He  built  an  organization.  He  in¬ 
culcated  his  standards  and  ideas  in  the 
minds  of  the  men  as.sociated  with  him; 
he  took  young  men  and  made  merchants 
out  of  them ;  he  taught  them  how  to  do 
things  as  he  wanted  things  done,  and  all 
the  time  he  set  standards. 

Ten  years  ago  Altman’s  pioneered  a 
movement  to  Fifth  avenue,  and  it  is 
amusing  to  see  how  many  other  big 
stores  have  moved  into  that  district, 
keeping  in  the  “Altman  zone,”  so  to 
speak. 

Last  year  the  store  was  largely  in¬ 
creased  in  size,  and  still  it  is  not  too 
big  for  the  growing  boainess. 

Due  to  Mr.  Altman’s,  guidance;  due  to 
the  loyalty  and  co-operation  his  per¬ 
sonality  ctiinnuinded,  the  organization  is 
so  well  built  up.  so  cohesive,  so  well 
trained  that  the  .Mtman  spirit  goes  on 
just  about  the  same. 

BIG  MAN  NOW  C'ONTBOI.S. 

The  pres»*iit  head  of  the  business, 
Michael  Freidsam,  has  almost  n  lifetime 


By  H.  R.  Drummond. 

of  intimate  experience  in  this  store  back 
of  him,  and  is  carrying  out  the  Altman 
polk-y  ill  a  tjkjroiighly  capable  manner. 

And  what  of  Altman’s  advertising?  It 
is  the  most  distinctively  distinctive  ad¬ 
vertising  in  New  York.  It  is  different. 
It  is  “old  fashioned,”  if  you  please.  It 
has  not  been  “modernized,”  and  probably 
never  will  be,  for  it  is  good  advertising 
— for  .\ltmau’s. 

It  lias  not  changed  materially  from 
the  advertising  that  was  read  by  tlie 
mothers  and  grandmothers  of  the  pres¬ 
ent  generation,  who  were  driven  to  the 
■tore  in  a  carriage,  drawn  by  a  team  of 
matched  horses  and  with  liveried  coach¬ 
man  and  footman  sitting  with  painful 
dignity  on  the  front  seat,  smartly  clad 
in  livery,  silk  hats  with  cockades,  skin¬ 
tight  white  trousers  and  patent  leather 
boots. 

Times  have  changed,  but  customs  and 
systt  ms  as  to  Altman’s  advertising  have 
not.  The  old  way  seems  to  be  the  right 
way— at  least  for  Altman’s,  and  is  still 
follow  ed. 

EARLY  ADVERTISING. 

Kaily  ill  business  Altman’s  began  ad¬ 
vertising.  In  those  days  advertis¬ 
ing  was  not  as  it  is  today.  Con¬ 
ditions  were  different.  Newspaper  pub¬ 
lishers  made  arbitrary  rules  that  must 
be  followed.  To  the  advertising  man  of 
the  present  time  it  seems  as  if  newspaper 
men  did  everything  possible  to  keep  mer¬ 
chants  from  advertising.  There  were 
arbitrary  rules  as  to  space,  size,  type 
formation,  etc.,  that  seem  maddening 
to  the  advertising  men  of  today. 

Altman’s,  of  course,  followed  those 
rules,  as  did  other  advertisers.  The 
first  advertising  was  one  column  wide, 
then  came  the  two-column  style,  and 
down  the  years,  slowly  but  surely,  that 
copy  has  grown  until  now  four,  five  and 
even  six-column  ads  are  run. 

But  the  “style”  has  not  changed  ma¬ 
terially.  It  is,  probably,  the  most  digni¬ 
fied  advertising  in  the  city  today.  It 
seems  to  be  written  authoritatively 
rather  than  apologetically.  There  is  no 
equivocation  in  it.  There  are  no  in- 
iiendos  in  it.  It  is  more  like  a  formal 
invitation  than  like  a  “heart  to  heart 
talk.” 

ORIGINAL  IDEA  FOLLOWED. 

Altman’s  original  idea  was  to  cater  to 
the  high  class  trade,  and  the  original  idea 
has  b^n  religiously  lived  up  to  during 
all  the  years. 

Even  during  this  age  of  “The  Marvel¬ 
ous  Methods  of  Modern  Merchandising” 
the  Altman  advertising  is  much  as  it 
was  twenty  or  even  thirty  years  ago. 

Altman’s,  to  the  general  public,  has 
one  meaning,  and  only  one.  It  means 
quality.  It  is  synonymous  with  quality, 
with  stability,  with  dependability  and 
with  traditions  and  the  glory  of  bygone 
days.  One  can  still  see  the  frock-coated 
floor  men,  the  broad  aisles  unlittered 
with  “sales  tables”  and  the  general  at¬ 
mosphere  of  quiet  dignity. 

!>h)  with  the  advertising.  It  follows  the 
style,  the  make-up  and  the  general  idea 
originated  when  storekeeping  was  a  seri¬ 
ous  business. 

Altman’s  advertising  has  been  criti¬ 
cised.  .Some  there  are  who  say  that  it  is 
stilted,  that  it  lacks  the  “intimate 
touch,”  that  it  is  dignifiedly  formal. 
Well,  it  is,  and  it  should  be,  for  if  it 
were  not  it  would  not  breathe  the^]>irit 
of  the  store. 

There  is  nothing  intimate  or  personal 
at.  Altman’s.  There  is  courtesy  a  plenty, 
but  it  is  dignified  courtesy.  The  cus¬ 
tomer  is  impressed  with  the  idea  that 
she  is  not  there  to  “save  money,”  but, 
rather,  to  secure  merchandise  that  is  au¬ 
thoritative,  distinctive  and  measures  up 
in  every  way  to  the  highest  standards. 

NO  APOLOGETIC  ADVERTISING. 

There  are  no  apologies  for  merchandise 
in  Altman’s  advertising.  No  long  drawn- 
out  explanations  of  sjM‘ci«l  purchases 
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art  introduclnf  a  charmlnt  novelty  In  the 

“Petit  Trianon"  Dresses  &  Skirts 

In  a  variety  of  attractive  modeU  made  np  In 
pretty  flowered  print*  and  cretonnes.  In 
some  Instance*  there  are  becominf  shade 
hats  and  qaaint  reticules  to  harmonise  with 
these  dainty  Summer  garment*,  which  will 
prove  both  comfortable  and  picturesque  for 
the  momlof  stroll  on  the  beach  or  In  the 
garden,  or  for  boating,  tennis,  and  all  the 
pastimes  of  the  countryside.^ 

Hnglish-type  Smocks,  trimmed  to  match  the 
“Petit  Trianon”  Skirts,  over  which  they 
may  be  worn,  are  also  being  shown. 

(Cotton  Dresses,  Third  Floor) 

Hifll;  Annntr  -  SbMson  Aanuir 

3411)  anb  3311)  IMrrrts  Kra  fork 

A  SAMPLE  OF  ALTMAN’S  ADVERTISING. 

made  from  prominent  manufacturers  who 
closed  out  the  season’s  surplus  at  a  very 
low  price.  The  imjiression,  rather,  is 
that  in  choosing  at  Altman’s  you  are 
choosing  from  the  newest,  the  best,  the 
most  desirable,  rather  than  from  the 
leavings. 

Altman’s  advertising,  like  the  atmos¬ 
phere  of  the  entire  establishment, 
breaths  standard,  and  only  one  standard. 

There  are  many  stores  carrying  fine 
merchandise,  but  in  most  of  them  one 
finds  basements  where  cheaper  lines, 
“bargains”  and  “job  lots”  are  sold.  Not 
.so  at  Altman’s.  There  seems  to  be  but 
one  standard  there. 

Bichard  S.  Jackson,  the  advertising 
manager,  has  been  connected  with  the 
Altman  organization  practically  all  of 
his  business  life,  and  has  had  charge  of 
the  advertising  for  many  years.  He 
knows  the  angle  from  which  to  approach 
any  subject,  and  follows  the  ideas  and 
ideals  of  the  store  splendidly. 

There  is  a  rule  at  Altman’s  that  all 
merchandise  must  move  rapidly.  There 
is  a  time  limit  for  practically  everything, 
and  the  few  “sales”  that  are  held  are  for 
the  readjustment  of  stocks,  the  keeping 
them  clean  and  np  to  date,  rather  than 
the  disposal  of  stocks  lioiight  for  sale 
purposes. 

NO  COMPARATIVE  PRICES. 

There  are  no  comparative  prices  used 
in  Altman’s  advertising. 

This  policy  was  determined  because  it 
was  found  that,  no  matter  how  much 
care  was  taken  in  verifying  prices,  mis¬ 
statements  did  occasionally  creep  in, 
probably  due  to  the  over-enthusiasm  of 
buyers,  and  the  safest  way  was  to  elimi¬ 
nate  them  entirely. 

Altman’s  advertising  is  deliberate. 
Copy  must  be  in  the  advertising  depart¬ 
ment  a  week  before  it  appears  in  the 
papers.  That  gives  the  advertising  de¬ 
partment  ample  time  to  check  up  and 
verify  every  statement.  All  advertise¬ 
ments  are  set  on  the  premises,  and  the 
perfect  proof  is  sent  to  the  newspapers. 

The  big  idea  at  Altmans’  is  that  com¬ 
paratively  small  copy  in  many  papers  is 
lietter  than  big  copy  in  fewer  papers. 
There  is  a  dignified  lack  of  ostentation 
in  the  copy,  in  the  statements  made,  in 
everything,  a  dignified  lack  of  ostenta¬ 
tion  that  fairly  breaths  authority  and 
leaves  no  room  to  challenge  anything. 

It  would  be  a  foolish  man,  indeed,  who 
would  suggest  that  the  Altman  style  of 
advertising  would  l)e  profitable  for  any 
other  store  to  follow.  It  wouldn’t.  It 
simply  would  not  fit.  It  belongs  to  Alt¬ 
man’s  and  to  no  one  else. 

NEWSPAPERS  GET  90  PER  CENT. 

Altman’s  advertising  has  grown  with 
the  store.  There  has  l>een  no  spurts,  no 
attempts  to  force  things;  the  growth 
has  been  natural.  Over  90  per  cent,  of 
the  advertising  appropriation  is  spent  in 
daily  papers.  And  it  is  good  advertising 
— at  least  for  Altman’s. 


IF  you  are  intending  to  do 
some  national  advertising, 
the  Promotion  Department 
of  the  Shaffer  Group  of  news¬ 
papers  will  gladly  assist  you 
with  information  regarding  the 
trade  territories  in  which  these 
newspapers  are  located. 

Chicago  Evening  Post 
Indianapolis  Star 
Muncie  Star 
Terre  Haute  Star 
Rocky  Mountain  News 
Denver  Times 
Louisville  Herald 

PROMOTION  DEPT. 
SHAFFER  GROUP 

12  S.  Market  Street,  Chicago 


THE  SEAHLE  TIMES 

“The  Best  That  Koaej  Can  Bn;’’ 

Daily,  73,000 
Sunday,  90,000 
57,000  in  Seattle 

A  copy  to  every  family. 

I.argest  circulation  by  many  thouKaiida  of 
any  daily  or  Sunday  paper  on  tlie  North 
I'aciflc  Coaat. 

During  1914,  the  Times  led  the  I*.  I. 
by  li.f'OO.OOO  agate  lines.  Tlie  Times  gained 
33,000  lines  and  P.  I.  loit  050,000  lines. 

Laffeat  Qaaatity  Best  Quality  Circniatioa 

The  S.  C.  Bekwith  Special  Agency 

Sole  Foreign  Representatives 
New  York  (%icago  St.  Louis 


Cl|tra$o  Examiner 

The  Sunday  issue  of  the  Chi¬ 
cago  Examiner  is  sold  .in  4100 
towns  and  cities  in  the  great 
Central  West — a  much  wider 
territorial  distribution  for  its 
outside  circulation  than  any 
other  Chicago  newspaper. 


DAILY,  222,887 
SUNDAY,  501,277 

Member  Audit  Bureau  of  Circulations 
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IL  PROGRESSO  ITALO- 
AMERICANO 

Established  1880 

(Member  Audit  Bureau  of  Circulations) 
Daily  average  net.  gain  in  circulation 
over  last  postomce  statement, 

^  16,000  copies. 

11  Progresso  Italo-Aniericano  enjoys 
(he  distinction  of  being  the  largest  and 
most  successful  Italian  paper  among 
the  Italians  in  the  United  States,  which 
means  among  a  responsive  and  re¬ 
sponsible  class  with  purchasing  power 
to  buy  advertised  goods. 

IL  PROGRESSO  ITALO-AMERICANO 
CH.W.  CARLO  BARSOTTI, 

Ed.  and  Pub. 

42  Elm  Street,  New  York  City  1 


We^ly  Review  of 
Finance 

Exclusive  rights  for  re-publica- 
tion  of  copyrighted  weekly  table, 
showing  review  of  finance  in 
world’s  principal  markets,  open 
in  a  number  of  cities.  If  used 
Monday  morning,  telegraph 
tolls  may  be  avoided  by  special 
arrangement.  Write  today  to 
the  Syndicate  Department,  The 
New  York  Evening  Post,  New 
York. 


THE  EDITOR  AND  PUBLISHER  AND  JOURNALIST 
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CIRCULATION  NEWS,  VIEWS  AND  OBSERVATIONS 

Being  a  Uepartineiit  Edited  by  a  Regular  Circulation  Man  and 
Designed  to  be  Helpful  to  Circulation  Managers  Everywhere 
By  Harvester 


HlBIDWaiCO. 


Pacific  Coact  Reprasaataliva 


A  K.  MacKinnon,  presi¬ 
dent  of  the  I.  C.  M.  A., 
who  for  some  time  ims  been 
connected  with  the  circulation 
department  of  the  New  York 
World  as  idea  and  plan  man, 
has  resigned  and  been  made 
vice-president  of  the  Hamil¬ 
ton  Corporation  and  assistant 
to  President  (Caldwell  of  the 
Siterry  Hutchins  Trading 
Stamp  Company.  It  is  under¬ 
stood  that  Mr.  .MacKinnon 
will  continue  in  olHce  of 
j)re8ident  of  the  I.  C.  M.  A. 
during  the  balance  of  his 
term,  his  .successor  t)eing 
chosen  at  the  June  conven¬ 
tion. 


T'lIE  Newsboys’  Home  Club  ten  days’  campaign  to  raise 
$2ij0,000  or  more  began  on  May  4.  The  headquarters 
are  Room  No.  820,  M’orld  Building.  This  fund  will  be  in¬ 
vested  in  site,  building  and  necessary  equipment.  Martin  W. 
Littleton,  the  famous  New  York  lawyer,  is  chairman  of  the 
campaign  e.\ecutive  committee.  At  luncheon  at  the  City 
Lunch  Club  on  April  ‘2J,  Mr.  James  McKernan,  cirvmlation 
manager  of  the  New  Y'ork  World,  was  named  chairman  of  a 
committee  of  New  York  Circulation  Managers,  and  Daniel 
Nichol,  of  the  New  York  Evening  Mail,  was  named  secretary. 
This  auxiliary  committee  has  been  called  into  being  by  the 
e.xecutive  committee  to  devise  ways  and  means  of  securing 
proper  street  publicity.  Mr.  McKernan’s  committee  held  a 
meeting  at  Whyte’s  on  April  26,  at  which  the  following  com¬ 
mittees  were  appointed  by  the  chairman: 

Street  Publicity  Features,  Cars,  in  Subways  and  Trains — 
James  McKernan,  of  New  York  World ;  Samuel  Paul  Booth, 
Globe;  Fenton  Dowling,  American. 

General  Publicity — R.  B.  McClean,  New  York  Evening 
Post :  Samuel  I’aul  Booth,  Globe ;  Edward  Barry,  Sun ;  Mr. 
Keyes,  Tribune,  and  Daniel  Nichol,  Mail. 

Theatre  Programmes — Victor  Rieburg,  circulation  manager 
Morning  Telegraph,  and  J.  A.  Johns,  assistant  circulation 
manager.  Times. 

Bill  Posters — Messrs.  McKernan,  Dowling  and  Keyes. 

Committee  on  News  Companies — Messrs.  McKernan,  Barry, 
Keyes,  Johnson  and  William  Hoffman,  circulation  manager 
Steats-Zeitung. 


THE  official  bulletin  of  the  International  Circulation  Man¬ 
agers’  Association  for  April,  in  36-page  form,  has  just 
been  distributed.  The  leading  article  is  by  the  president, 
A.  E.  MacKinnon,  and  is  entitled  “1915  Convention.  Every¬ 
body  Ready — All  Aboard !’’  Mr.  MacKinnon’s  letter  states 
that  in  completing  plans  for  the  convention  he  recently  held 
meetings  in  Montreal,  Toronto,  Detroit  and  Grand  Rapids. 
He  points  out  that  B.  S.  Dobson,  promotion  manager  of  the 
Detroit  News,  and  chairman  of  the  Transportation  Committee 
of  the  I.  C.  M.  A.,  is  arranging  for  transportation  from  De¬ 
troit  to  Buffalo  over  the  D.  &  B.  line,  but  in  the  absence  of 
A.  A.  Schantz,  the  general  passenger  agent  of  this  line,  it  is 
impossible  at  this  time  to  state  whether  the  circulators  will 
be  accommodated  with  transportation  in  exchange  for  adver¬ 
tising.  Mr.  Dobson  also  has  under  way  arrangements  for 
transportation  of  circulators  and  their  wives  from  Niagara 
Falls  through  the  Gorge  to  Ijewiston.  Transportation  from 
I.iewi8ton  to  Montreal  will  be  furnished  by  the  Canadian 
Steamship  Lines,  Ltd.  The  trip  from  Montreal  to  Murray 
Ray  and  return  will  cost  $24,  whjch  includes  meals  and  rooms, 
steamer  and  hotel.  This  is  an  especially  low  price  secured  by 
Mr.  MacKinnon  from  Manager  Henry.  From  Murray  Bay 
the  party  will  move  on  the  steamer  “Sagunay,”  after  a  trip 
down  the  lower  St.  Lawrence,  stopping  at  old  French  towns 
en  route  and  proceeding  to  the  Sagunay  River  past  Capes 
Trinity  and  Eternity,  and  possibly  as  far  as  Chicoutinie.  For 
this  additonal  trip  an  extra  charge  of  $6  will  be  made  for 
meals  and  stateroom.  The  party  will  return  to  Quebec  on 
Friday,  where  entertainment  will  be  provided  by  the  Quebec 
members.  This  will  include  a  side  trip  to  Falls  Montmorency 
and  the  shrine  of  St.  Anne  Beaupre.  Leaving  Quebec  on  Fri¬ 
day  night  for  a  moonlight  trip  the  party  will  arrive  at  Mont¬ 
real  Saturday  morning,  the  26th,  to  be  entertained  all  day 
Saturday  by  the  local  Montreal  members.  It  is  planned  to 
give  them  a  trip  about  the  city  and  to  have  dinner  on  the 
mountain. 


F.  a  letter  concerning  the  forthcoming  convention  of  the 
International  Circulation  Managers’  Association,  W.  F. 
Chapman,  manager  of  the  Improvement  Bureau  of  Minne¬ 
apolis,  Minn.,  writes  The  Editor  and  Publisher  as  follows: 

“I  am  glad  to  learn  that  the  question  of  admitting  circu¬ 
lation  managers  of  weekly  and  monthly  publications  to  mem¬ 
bership  in  the  International  Circulation  Managers’  Associa¬ 
tion  will  come  up  for  discussion  again  at  the  coming  conven¬ 


tion.  It  certainly  seems  as  if  this  association  to  carry  out 
its  best  and  highest  purposes  of  usefulness  should  admit  to 
membership  circulation  managers  of  publications  other  than 
daily  newspapers. 

“As  to  the  name.  International  Circulation  Managers’  As 
sociation  does  not  indicate  the  true  character  of  the  present 
body.  It  does  not  include  all  circulation  managers,  but  only 
circulation  managers  of  daily  papers. 

••’nu're  is  a  way  mentioned  by  Mr.  Schmid  in  which  the 
association  can  be  enlarged  and  still  produce  only  results  that 
will  be  good.  Why  not  divide  the  association  into  different 
departments  as  after  the  manner  of  the  Minneapolis  Adver¬ 
tising  Forum — one  of  the  Assoidated  Advertising  Clubs  of 
America— -divides  its  membership.  In  this  way,  the  impor¬ 
tance  of  each  group  of  men  is  recognized,  every  member  is 
given  something  to  do  by  the  chairman  of  his  department,  and 
all  feel  that  they  have  something  to  give  to  the  association, 
and  because  of  this  all  are  working  together  to  produce  big 
re.sults.  You  will  remember  that  the  Minneapolis  Advertising 
Forum  is  the  club  which  won  the  Truth  Trophy  at  the  last 
convention,  and  this  indicates  sufficiently  that  it  is  active. 

■*1  have  the  privilege  of  membership  in  the  1.  C.  M.  A.  for 
a  short  time  and  derived  great  benefit  from  it.  Conversation 
and  discussion  with  other  managers  tend  to  raise  the  standard 
of  work  done  by  any  circulation  manager  of  a  publication. 

“Since  coming  into  the  trade  paper  business  I  have  met 
several  circulation  managers  of  trade  papers  who  are  doing 
the  best  possible  work  and  who  live  up  to  a  high  standard 
of  business  in  their  efforts  to  secure  circulation,  such  as  the 
association  desires.  It  is  true  that  the  circulation  of  a  trade 
paper  is  small  as  compared  to  the  daily  newspaper,  but  it 
takes  just  as  much  work  to  get  it,  and  when  secured  in  the 
right  way  it  is  as  good  as  gold. 

“Anyone  who  had  the  privilege  of  listening  to  the  excellent 
papers  on  circulation  work  read  at  the  convention  of  the 
Federation  of  Trade  Press  Associations  last  September  will 
admit  that  it  would  be  to  the  advantage  of  the  Circulation 
Managers’  Association  to  have  the  authors  of  these  papers  as 
fellow  members.” 


piCTURE-SOLVING  competitions  are  once  more  part  of  a 
newspaper’s  equipment  for  inci  easing  circulation  and  pro¬ 
moting  general  interest.  The  reviving  of  these  popular  pas¬ 
times  seemed  to  The  Editor  and  Publisher  a  matter  of  such 
interest  to  newspaperdom  that  a  representative  called  at  the 
offices  of  the  Booklovers’  Sales  Company,  Inc.,  in  New  York 
City,  and  there  obtained  a  history  of  the  way  in  which  the 
games  were  restored. 

One  of  the  high  officials  of  the  company  made  the  following 
statement : 

“All  forms  of  picture  games  which  were  conducted  under 
rules  used  prior  to  1915  were  for  some  technical  reason 
stopped  by  the  postoffice  department.  This  decision  was  ac¬ 
cepted  as  final  by  newspapers,  and  by  all  those  promoting  pic¬ 
ture  solving  competitions. 

“Like  the  rest,  we  accepted  the  ruling  against  the  old  form 
of  contest,  but,  unlike  the  rest,  we  did  not  give  up  the  ghost. 
We  began  to  develop  a  new  and  greater  game,  and  finally 
brought  to  the  attention  of  the  postoffice  department  a  set  of 
rules  that  were  accepted  in  the  early  part  of  1915. 

“It  is  beginning  to  be  well  known  what  progress  this  new 
picture  game  is  making  on  the  Evening  Mail  of  New  York,  the 
Times-Picayune  of  New  Orleans  and  the  Commercial-Appeal 
of  Memphis,  for  instance. 

“The  future  of  the  picture  game  looks  rosy.  Few  people 
consider  that  there  are  more  than  5,000,000  people  who  have 
played  the  picture  game — who  are  educated  to  like  it,  and  to 
look  for  it. 

“There  are  signs  that  those  who  took  up  and  operated  pic¬ 
ture  games  in  the  past,  and  then  went  back  to  their  former 
occupations  when  the  postal  decree  was  promulgated,  are 
beginning  to  show  signs  of  life  again,  now  that  we  have,  by 
the  sweat  of  our  brows,  restored  the  competitions. 

“These  people  have  a  sad  disappointment  in  store  for  them. 
We  are  so  safeguarded  that  our  rights  to  our  picture  game 
and  its  plan  are  invulnerable,  and  we  mean  to  bring  to  an 
issue  any  attempt  to  misuse  our  game.  Not  only  are  our 
rules,  our  copy,  our  books  and  features  copyrighted  and  pro¬ 
tected  throughout,  but  we  have,  in  advance,  the  best  legal 
instructions  as  to  our  rights,  and  so  we  will  be  able  to  act 
at  any  time,  quickly  and  with  foreknowledge. 

“We  know  what  the  game  is,  because  it  is  our  game ;  we 
know  how  to  operate  it  so  that  all  snags  will  be  avoided ;  we 
know  how  to  conduct  it  in  such  a  way  that  it  will  always 
be  an  effective  part  of  every  newspaper’s  annual  life. 

“There  are  no  missteps  in  our  way  of  conducting  our  pic¬ 
ture  game — all  that  has  been  worked  out  in  every  detail.  But 
our  copy,  even,  is  copyrighted. . 

“Our  advice  to  every  publisher  is  that  he  makes  searching 
inquiry  of  every  man  who  comes  offering  a  picture-solving 
competition — find  out  if  he  knows  just  how  to  carry  it  through 
and  end  it  properly.” 

A  signed  letter  from  the  management  of  the  Mail  states 
that  the  paper  put  on  15,000  new  readers  simultaneously  with 
the  announcement  of  the  picture  game,  and  this  figure  has 
been  largely  increased  since  the  game  got  under  way. 
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tion  for  six  months  ending 
October  1,  1914  (Sworn) 

32,917 


THE 

ORANGE 

LEADER 


Is  the  only  Daily  (Brenlns)  and  Weekly 
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INTERNATIONAL  AGENCY 

C.  L.  Lloyd  Advorateg  an  Organization 
That  Can  Handle  World-Wide 
Buiiinegg. 

That  the  time  is  ri|H‘  for  tlie  organizing 
of  an  international  advertising  ageney  is 
the  contention  of  Charles  L.  Lloyd,  for- 
merely  of  Lloyd  &  Co.,  who  has  just  re¬ 
turned  to  New  York  after  a  residence  of 
a  number  of  years  in  Ixindon.  Mr.  Lloyd 
believes  that  advertising  opportunities  for 
America  have  never  been  as  numerous  in 
foreign  countries  as  at  the  prestmt  time. 


CHARLB8  I..  LLOTD 


In  discussing  the  subject  with  a  repre¬ 
sentative  of  The  Editob  and  Publisher 
a  few  days  ago,  Mr.  Lloyd  said: 

“Advertising  today  is  not  solely  an 
American,  English,  French  or  German 
husiness.  It  is  world-wide  in  its  scope, 
and  touches  every  field  of  activity.  It 
has  taken  its  place  as  a  power  to  be  reck¬ 
oned  with  among  the  leaders  in  banking, 
engineering,  manufacturing,  merchandis¬ 
ing  and  other  commercial  lines.  We  arc 
too  apt  to  think  of  advertising  from  a  na¬ 
tional  viewpoint  rather  than  an  inter¬ 
national. 

“Can  you  tell  me  the  world’s  business 
turnover  for  a  year  as  compared  with  the 
turnover  in  advertising?  Probably  not 
Why  should  there  not  be  an  advertising 
agency,  world-wide  in  its  scope,  just  as 
Rradstreets,  the  American  Express  Co. 
or  Cook’s,  and  many  more  institutions 
having  activities  in  many  countries?  It 
is  purely  a  question  of  organization  and 
specialized  knowledge.  The  institutions 
I  have  mentioned  have  been  built  upon 
organization  and  service.  An  interna¬ 
tional  organization  can  be  built  upon 
these  same  lines.  Our  agencies  in  this 
country  possess  knowledge  of  conditions 
in  localized  territory.  'They  know  how 
to  prepare  copy  and  furnish  service,  and 
these  have  made  them  the  most  efficient 
in  the  world.  An  extension  of  this  serv¬ 
ice  to  incIude*other  countries  now  seems 
desirable. 

“There  are  plenty  of  world-wide  adver¬ 
tisers,  many  more  than  most  people  who 
are  unfamiliar  with  the  field  would  be¬ 
lieve  iHwsible.  We  have  Pear’s  soap.  4711 
cologne,  Beecham’s  pills.  Dewar’s  Scotch 
whiskey,  Lipton’s  tea.  Eastman  kodaks, 
grape  nuts,  etc.,  but  there  is  no  agency 
capable  of  handling  all  the  advertising 
of  these  concerns  in  the  thirty  countries 
in  which  they  are  selling  their  goods. 
Such  an  organization  does  not  exist,  and 
it  is  np  to  the  Americans,  as  leaders  in 
the  advanced  science  of  advertising,  to 
enter  and  occupy  this  field. 

"My  idea  would  be  to  have  branch  of¬ 
fices  located  in  each  of  the  countries,  in 
which  would  be  employed  men  who  are 
familiar  with  local  conditions,  and  who 
could  make  the  several  branches  pay 
their  own  way  through  the  local  national 
business  which  it  handles,  and  act  as  a 
feeder  to  the  entire  organization  with  the 
international  accounts  which  it  produces. 

“What  an  advantage  such  an  organiza¬ 
tion  would  be  to  an  American  manufac¬ 


turer  !  It  would  be  able  to  lay  before 
him  a  complete  plan  for  entering  for¬ 
eign  fields  intelligently,  advise  him  as  to 
merchandising  methuds,  the  amount  of 
advertising  investment  nee-essary,  and 
furnish  any  other  information  he  might 
require. 

“.At  present  an  American  agency  that 
handles  extensive  national  advertising  is 
obliged  to  turn  over  any  foreign  business 
that  develops  to  a  foreign  agency  because 
he  has  no  facilities  of  his  own  for  han¬ 
dling  the  business.  Some  accounts  that 
.Vmerican  agencies  cannot  handle,  other 
than  those  already  named,  are  Palm  Olive 
soap,  Paris  garters,  Rigley’s  spearmint 
gum,  B.  V.  D.  men’s  underwear.  Overland 
cars,  Colgate’s  products,  Old  Dutch 
Cleanser  and  Sapolio.  These  accounts 
are  lost  to  American  agencies  because 
they  have  no  English  or  European  or¬ 
ganizations  of  their  own  to  take  care  of 
them. 

“The  advantage  of  such  an  interna¬ 
tional  agency  to  the  advertiser,  as  I  have 
suggested,  is  tremendous.  He  would  then 
be  obliged  to  do  business  with  but  one 
agency,  instead  of  several.  His  advertis¬ 
ing  campaign  would  be  simplified,  and, 
moreover,  he  would  save  considerable 
money,  because  it  would  be  possible  for 
an  agency  of  such  world-wide  connections 
to  do  business  at  a  lower  cost  than 
through  several  agencies. 

“I  think  that  the  time  is  ripe  for  the 
organization  of  such  an  agency  as  I  have 
indicated.  Here  is  a  new  line  of  develop¬ 
ment  that  ought  to  appeal  to  live,  pro¬ 
gressive,  advertising  men.  It  is  distinct¬ 
ive  in  character,  and  now  is  the  best  time 
to  start  building  such  an  organization,  for 
when  the  war  ends  the  best  opportunity 
in  a  hundred  years  will  arrive  for  the 
American  manufacturer  to  enter  the  for¬ 
eign  field  and  establish  himself  in  many 
profitable  markets.” 


NEW  ADVERTISING  LAW. 


Passed  by  Both  Braarhes  of  New  York 
Legislature  and  Up  to  Governor. 

An  interesting  and  valuable  bill 
strengthening  the  New  Y’ork  State  Penal 
I.aw  on  Fraudulent  Advertising  was 
passed  by  the  State  Legislature  during 
the  last  week  of  its  session,  and  is  now 
before  Governor  Whitman  for  his  signa¬ 
ture.  It  was  drawn  by  Bruce  M.  Fal¬ 
coner,  as  attorney  for  the  Fifth  Avenue 
Association,  of  which  Robert  Grier  Cooke 
is  president,  was  introduced  in  the  Legis¬ 
lature  at  the  request  of  that  association 
by  Senator  Ogden  L.  Mills,  and  later  re¬ 
ceived  the  strong  endorsement  of  the 
Merchants’  Association  of  New  York 
City. 

The  chief  differences  between  the  old 
and  the  new  law  are  as  follows: 

(1)  The  old  law  referred  only  to  false 
or  misleading  statements  made  in  “a 
newspaper,  circular,  circular  or  form  let¬ 
ter,  or  other  publication.”  The  new  law 
covers  every  conceivable  form  of  adver¬ 
tising  or  of  making  statements  to  the 
public,  including  bill-boards,  signs,  plac¬ 
ards,  cards,  labels  and  tags.  Fraudulent 
bankruptcy  signs,  “Selling  Out”  signs 
and  many  other  misleading  window  signs 
which  have  become  in  evidence  in  New 
York  City  especially  will  thus  be  in¬ 
cluded. 

(2)  The  old  law  confined  itself  to 
fraudulent  advertisements  concerning 
quantity,  quality,  value  and  three  or  four 
other  enumerated  classes  of  statements 
concerning  merchandise,  and  a  few  speci¬ 
fied  classes  of  statements  about  real 
estate,  such  as  extent,  location,  owner¬ 
ship,  etc.  The  new  law  is  sweeping  and 
covers  every  kind  of  false  statement  or 
fraudulent  advertisement,  regardless  as 
to  what  partk'ular  subject  the  statAnent 
refers  to. 

(3)  The  old  law  applied  only  to  state¬ 
ments  made  in  connection  with  merchan¬ 
dise  and  real  estate.  The  new  law  ap¬ 
plies  not  only  to  merchandise  and  real 
estate  but  also  to  service,  or  anything 
offered  to  the  public  not  only  for  sale,  as 
appears  to  be  the  meaning  of  the  present 
law,  but  with  intent  to  induce  the  pub¬ 
lic  in  any  manner  to  enter  into  any  obli¬ 
gation  relating  thereto. 

(4)  The  old  law  specified  no  punish¬ 
ment  and  simply  made  the  offense  a  mis¬ 


demeanor.  In  New  York  State  punish¬ 
ment  for  a  misdemeanor  is  imprisonment 
for  not  more  than  one  year,  or  a  fine  of 
not  more  than  $500,  or  both.  The  pro¬ 
posed  law  provided  for  a  minimum  fine 
of  $25  and  a  maximum  of  $1,000,  or  im¬ 
prisonment  for  not  more  than  one  year, 
or  both.  It  therefore  makes  it  impos¬ 
sible  for  the  offender  to  escape  with  a 
fine  of  less  than  $25,  and  increases  the 
maximum  fine  from  $500  to  $1,000. 

The  bill,  as  sent  up  to  Albany  by  the 
Fifth-  Avenue  Association,  was  amended 
by  the  Senate  Committee  on  Codes  by 
inserting  the  word  “knowingly,”  thus 
apparently  placing  upon  the  State  the 
burden,  in  any  prosecution  under  the  law, 
of  showing  affirmatively  that  the  false 
statement  in  question  was  made  “know¬ 
ingly.”  As  amended  it  was  reported  out 
and  passed  by  the  Senate  and  sent  over 
to  the  Assembly.  Here  it  struck  a  snag, 
and  was  defeated.  Only  54  votes  were 
cast  in  favor  of  the  bill,  76  being  the 
number  requisite  for  its  passage.  Its 
defeat  was  thought  to  be  due  to  lack  of 
full  understanding  of  its  provisions. 

Then  the  Fifth  Avenue  Association, 
the  Merchants’  Association,  Assembly- 
man  Charles  E.  Rice,  Jr.,  who  handled 
the  bill  in  the  lower  house,  and  Assem¬ 
blyman  Francis  R.  Stoddard,  Jr.,  did 
some  effective  work  w'ith  the  legislators, 
as  a  result  of  which  the  bill  was  taken 
off  the  table  and  passed  by  a  vote  of  92 
to  28,  within  a  week  after  it  had  been 
defeated.  There  is  every  reason  to  be¬ 
lieve  that  Governor  Whitman  will  sign 
the  bill  and  thus  effectuate  the  accom¬ 
plishment  of  a  reform  which  is  only  one 
evidence  of  an  aroused  nation-wide  pub¬ 
lic  opinion  toward  crooked  mercantile 
practices  in  general  and  crooked  adver¬ 
tising  methods  in  particular. 


PHILADELPHIA  WANTS  A.  A.  C.  W, 


Poor  Richard  Club’s  Enthusiastic  Greet¬ 
ing  Pleases  William  Woodhead. 

The  members  of  the  Poor  Richard  Club, 
of  Philadelphia,  Pa.,  last  week  gave  a 
dinner  and  reception  on  the  roof  of  the 
Adelphia  Hotel,  in  that  city,  in  honor  of 
William  Woodhead,  president  of  the  As¬ 
sociated  Advertising  Clubs  of  the  World. 
The  meeting  was  called  so  that  President 
Wodhead  might  get  first  hand  impressions 
of  the  seriousness  with  which  Philadelphia 
is  seeking  the  1916  convention  of  the 
Associated  Advertising  Clubs. 

Nearly  two  hundred  members  of  the 
club  attended  the  dinner,  at  which  the 
speakers,  besides  the  guest  of  honor, 
were:  Howard  B.  French,  vice-president 
of  the  Chamber  of  Commerce;  Cyrus  H. 
K.  Curtis,  C.  W.  Summerfield,  Jarvis  A. 
Wood,  E.  J.  Cattell,  city  statistician ; 
Professor  Herbert  W.  Hess,  of  the  Uni¬ 
versity  of  Pennsylvania  ;  George  Nowland, 
Irvin  Paschall,  Rowe  Stewart,  and 
Charles  Blum,  secretary  of  the  Advertis¬ 
ing  Agents’  Association. 

The  success  of  the  meeting  may  be 
judged  from  the  remarks  of  President 
Woodhead,  who  said :  “If  you  continue 
to  show  this  spirit  at  the  Chicago  con¬ 
vention  in  June  you  will  return  to 
Philadelphia  with  the  1916  convention  of 
the  Associated  Advertising  Clubs  of  the 
World.” 

A  special  train  will  carry  one  hundred 
members  of  the  Poor  Richard  Club  to  the 
big  Ad.  Club  convention  in  Chicago. 


NEW  YORK  TRIBUNE  CHANGE. 


W.  G.  Woodward  Made  Advertising 
Manager. 

W.  G.  Woodward  has  been  appointed 
advertising  manager  of  the  New  York 
Tribune,  effective  May  4. 

Mr.  Woodward  began  his  advertising 
career  in  1909  in  the  real  estate  depart¬ 
ment  of  the  Baltimore  (Md.)  News.  In 
1910  he  was  made  classified  advertising 
manager  and  in  1911  went  into  the  gen¬ 
eral  display  department.  In  January, 
1912,  he  started  an  automobile  depart¬ 
ment  and  was  transferred  to  the  New 
York  Press  in  December. 

He  joined  the  Tribune  staff  in  June, 
1914. 


Canadian  Press  dippings 

The  problem  of  covering  the  Canadian 
Field  i«  answered  by  obtaining  the  service  of 

The  Dominion  Press 
Clipping  Agency 

which  gives  the  clippings  on  all  matters  of 
interest  to  you,  printed  in  over  96  per  cent, 
of  the  newspapers  and  publications  of  CAN¬ 
ADA. 

We  cover  every  foot  of  Canada  and  New¬ 
foundland  at  our  head  office. 

74-7«  CHURCH  ST.,  TORONTO,  CAN, 
Price  of  service,  regular  press  clipping 
rates — special  rates  and  discounts  to  Trade 
and  Newspapers. 


We  can  increase  your  business — 
you  want  it  increased. 

You  have  thought  of  press  clip¬ 
pings  yourself.  But  let  us  tell  you 
how  press  clippings  can  be  made  a 
business-builder  for  you. 

BURRELLE 

60-62  Warren  Street,  New  York  City 
Established  a  Quarter  of  a  Century 


Most  Far  Reaching  Newspaper 
Reading  Concern  tn  Existence 

ATLAS  PRESS 
CUPPING  BUREAU 

CHARLES  HEMSTREET,  Manager 

We  furnish  everything  that  looks 
like  a  press  clipping  from  all  over 
the  world. 

Our  Motto— RESULTS  COUNT 


218  East  42nd  Street  New  York 
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EMPIRE  STATE 
ENGRAVING 
COMPANY 

165  WILLIAM  STREET 
NEW  YORK 


Open  Day  and  Night 

Tel.  3880  Beekman 
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use  a  Scott  Multi  Unit  Double 
Quadruple  Press.  It  suits  their 
requirements  and  would  suit  yours 
also. 

Let  Us  Figure  It  Out  for  You. 

Walter  Scott  &  Co. 

Plainfield,  N.  J. 
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MAINE  EDITORS  MEET  IN  CONFERENCE 

First  Newspaper  Institute  Held  at  the  State  University — Dr.  Talcott 
Williams,  George  W.  Norton  and  Oliver  L.  Hall  Make  Addresses— 
List  of  Those  Who  Registered  and  Attended  the  Sessions. 

(Special  Corretpondence.)  justified  in  her  child — a  free  press  ;  and 

Obono,  May  1. — ^The  Newspaper  In-  the  press,  in  raising  the  nation’s  sons  to 
gtitute  held  at  the  University  of  Maine  on  her  standard  of  honor,  had  accomplished 
April  23  and  24  was  the  pioneer  of  such  what  no  other  agency  could, 
conventions  east  of  the  Ohio  river.  The  amebican  press  ArrrruDE. 

success  of  the  event  assures  its  being  a  i  .  *  u  *  .u  a 

future  annual  feature  of  the  University  Then  the  speaker  told  of  the  attitude 
sXities.  Over  thirty  representative  P^as-a  prero  strong, 

Twepaper  men  from  all  parts  of  the  state  /“d  dipassionate,  and  which, 

narticipated  in  the  three  sessions  and  de-  swayed  by  neither  bitterness  or  hate,  has 
rived  much  benefit  from  the  various  prac-  K'ven  the  news  of  all  sides  and  of  every 
deal  speeches  and  round  table  discussions,  “a.**?" :  at  the  same  tune,  day  by  day, 
As  both  daily  and  weekly  newspaper  voicing  verdict  of  the  American  p^ 
Alters  were  present,  all  sides  of  the  Pl®-  And  it  has  been  able  to  do  this  be- 
^wspaper  business  received  their  share  Jaa^a  ist,  as  an  individual 

of  practical  comment.  ‘'“s  been  taught  o  meditate,  interpret 

In  the  afternoon  session  of  April  23  and  pass  judgment  to  avoid  bitterness, 
Francois  J.  Kueny,  who  was  for  four  and  to  place  the  public  welfare  above  his 
vears  with  the  Western  Advertising  Com-  “'vp- 

pany  of  St.  Louis,  spoke  on  national  ad-  Thus,  said  the  speaker,  ^ald  the 
Sing.  He  wks  followed  by  C.  H.  American  press  discharge  its  duty  and 
Fogg,  of  the  Aroostook  Times,  of  Houlton,  ;:^‘^all  a  world,  insensate  through  war  to 
whf  described  the  workings  of  a  country  “>08e  great  Principles  which  have  guided 
newspaper.  W.  B.  Reed,  business  man-  nation.  The  newspaper  man, 

ager  of  the  Bangor  Daily  News,  brought  ‘‘“ve  an 

oft  in  his  talk  many  points  that  are  academic  training.  He  must  know 
worthy  of  consideration  by  the  advertis-  ^onomira,  that  he  may  not  be  fooled  by 
ing  manager.  The  question  of  the  in-  sophistry  of  demagogues ;  he  must 

dependence  of  the  job  shop  was  handled  f 

by  J.  H.  Ogier,  of  the  Camden  Herald.  the  politics  and  policies  of  nations 

The  indirect  association  of  the  editorial  H 

with  the  advertising  department  was  ably  standards  that  may  satisfy 

discussed  by  A.  G.  Staples,  of  the  Lewis-  tor  ours.  The 

ton  Journal,  F.  B.  Nichols,  of  the  Bath 

'Times,  and  O.  L.  Hall,  of  the  Bangor  ^ 

p  .  ,  Saturday  morning  Dr.  Williams  spoke 

The  evening  session  of  April  23,  a  again  this  time  on  advertising,  and  pre¬ 
banquet,  prepared  and  served  by  the  home 

economics  department  of  the  University,  if  *  business.  At  this 

was  attended  by  the  same  quota  of  visit- 

ors,  with  the  addition  of  a  few  late  ^ews.  G.  W. 

comers  that  were  present  in  the  afternoon. 

After  dinner  speeches  pertaining  to  press 


matters  followed  the  dinner.  The  feature 
of  the  evening  was  the  speech  given  by 


Commercial. 

Mr.  Norton,  in  his  speech  on  the  news- 


Sobo.,  C.l.b.bl.  Ubl™.- 

sity.  The  earnest  manner  in  which  Dr.  _ „„i,„  i  ^  j 

Williams  lauded  the  profession  to  which  economics 

he  has  devoted  his  life  made  a  deen  im-  '®  *  treatise  on  sociology,  a  textbook 

ne  Has  devoted  tiis  lite  made  a  aeep  im  j  .  rhetoric.  It  is  modem  lit- 

pression  upon  his  hearers.  lie  said  that  4.  u  a  ta  •  a  x  au 

the  ti„,e  ie  enmtne  when  Hfe  tn  the  heed  i^ature  at  itS  best._  It  IS,  next  tO  the 


of  departments.  The  publisher  can  do 
with  mediocrity  everywhere  else  better  ^ 
than  he  can  among  the  men  who  repre¬ 
sent  his  paper  to  the  public.” 

The  newspaper  men  who  registered  at  ' 
the  Institute  were;  ' 

Arthur  G.  Staples,  T.ewlston  Journal ; 

R.  T.  Patten.  Independent-Reporter,  Skow- 
hegan  :  A.  H.  Jones,  Courier-Gazette,  Rock¬ 
land  ;  Walter  B.  Reed,  Dally  News,  Bangor ;  < 
P.  B.  Nichols,  Times,  Bath  ;  Oliver  H.  Hall, 
Commercial,  Bangor ;  Oscar  A.  Shepard, 
Dally  News,  Bangor;  J.  H.  Ogier,  Herald, 
Camden ;  C.  W.  Robbins,  Enterprise,  Old 
'Town ;  Charles  A.  Pllsbury,  Belfast. 

Irving  C.  Moulton,  Register,  Guilford ; 
George  P.  Huff,  Gazette,  Dexter :  P,  W. 
Sanborn,  Advertiser,  Norway ;  Henry  0. 
Prince,  Bulletin,  Madison ;  George  W. 
Norton,  Express-Advertiser,  Portland  ;  John 
Prancls  Sprague,  Sprague’s  Journal  of 
Maine  History,  Dover;  Charles  H.  Pogg, 
Times,  Houlton ;  F.  G.  Swett,  Washington, 
D.  C. 

W,  A.  Hennessy  Bangor ;  Simon  O’lAbary, 
Jr.,  Commercial.  Bangor ;  John  P.  Flannl- 
gan.  Commercial,  Bangor ;  Otto  H.  Nelson, 
Commercial,  Bangor ;  Henry  A.  Pamham. 
Commercial,  Bangor  ;E.  E.  Fraser.  Bangor ; 
I.lston  P.  Evans,  Dover ;  George  H.  Rich¬ 
ardson,  Old  Town  ;  A.  II.  Brown,  Old  Town. 

Helpful  to  Teachers  of  Journalism. 
Prof.  Willard  G.  Bleyer,  in  charge  of 
the  course  in  Journalism  at  the  Uni¬ 
versity  of  Wisconsin,  writes  The  Editor 
AND  Publisher:  “Every  week  after  I 
have  looked  over  The  Editor  and  Pub¬ 
lisher  I  feel  like  sitting  down  and  telling 
you  what  an  excellent  paper  you  are 
turning  out,  and  how  helpful  it  is  to 
teachers  of  journalism.  In  taking  my 
students  through  the  Associated  Press 
office  in  Chicago  last  Friday  I  referred 
to  the  new  A.  P.  schedule,  and  the  news 
editor,  who  was  guiding  our  party,  was 
interested  to  know  where  I  had  heard 
of  the  change  in  hours.  1  had  the  satis¬ 
faction  in  telling  him-  that  I  had  seen  it 
in  The  Editor  and  Publisher.” 

German  Newspapers  Suspend. 

The  war  has  caused  the  suspension  of 
864  German  newspapers  of  all  classes, 
daily,  semi-weekly  and  weekly.  To  sup¬ 
ply  the  deficiency  in  news  matter,  the 
government  has  made  arrangements  to 
furnish  the  papers  with  “patent  outsides” 
containing  all  war  news,  while  the  editors 
fill  the  empty  space  with  home  news. 


$5,000  CASH 

buys  substantial  interest  in  dominant 
daily  of  city  of  20,000.  Owner  prefers 
man  competent  to  act  as  business 
manager,  advertising  solicitor  or  news 
editor.  Proposition  L.  Y. 

C.  M.  PALMER 

Newspaper  Propeitftes 

225  Fifth  Ave.,  New  York 


ACTIVITY 


This  firm  has  just  added  to  its  record 
two  sales  of  I^ily  newspaper  proper¬ 
ties  in  New  York  State,  to  wit: 

The  Poughkeepsie  News-Press,  an  im¬ 
portant  morning  newspaper,  sold  to  the 
owner  of  the  Poughkeepsie  Eagle. 

The  Peekskill  Evening  News,  sold  to 
a  prominent  citizen  of  Peekskill. 

In  both  these  transfers  the  respective 
owners  and  buyers  were  intimately 
known  to  each  other,  yet  our  services 
were  considered  necessary. 

The  conclusion  to  be  drawn  from 
these  facts  is  that  “acquaintaneeship” 
is  not  all  that  is  required  to  sell  and 
consolidate  newspaper  properties. 

A  few  of  the  absolute  essentials  of 
this  difficult  work  are: 

1st,  An  intimate  knowledge  of 
the  publishing  business  in 
adjusting  values. 

2nd,  Integrity  in  trading  meth¬ 
ods. 

3rd,  Diplomacy  in  conducting 
negotiations  which  owner 
and  buyer  do  not  always 
exercise  in  direct  contact. 

HARWELL,  CANNON 
McCarthy, 

Newspaper  &  Magazine  Properties, 
Times  Building,  New  York 


SITUATIONS  WANTED 


the  time  is  coming  when  life  to  the  head  so  me 

of  the  university;  of  the  wide-reaching  ®  P/®' 

denartment  store  of  the  irreat  newsnaner  morals,  good  citizenship, 

but  what  he  sows — and  the  harvest  of  commercialism  outdistancbd. 


HELP  WANTED  - ^ - 

_  _ _ _ _ Advertitements  under  this  classification  ten 

Advertisements  under  this  classification  fifteen  cents  per  line  each  insertion.  Count  six 
cents  P"  line  each  insertion.  Count  six  ^ 

u'oras  to  the  tine. 


which  will  be  reaped  by  others.  There 
is  not  a  newspaper  man  who  does  not 
realize  that  this  is  the  crux  of  his  calling ; 
that  he  must  think  last  of  himself,  first 
of  his  public. 

The  vital  relations  between  press  and 
public  of  the  two  English-speaking  na¬ 
tions  were  never  so  great  as  during  the 
past  nine  months ;  for  in  this  time  of 
trial  for  the  one  nation,  and'  of  suspense 
for  the  other,  the  public  has  turned  to 
its  newspapers  as  never  before. 

FULL  PAGE  “ads”  FAIL. 

When  recruits  failed  to  enlist  in  the 
English  army,  the  government  tried  the 
experiment  of  inserting  full-page  adver¬ 
tisements  calling  for  volunteers  and  mak¬ 
ing  fervent  appeal  to  patriotism.  Still 
the  volunteers  failed  to  come.’  England 
was  fighting  for  its  life ;  three  million 
men  were  needed ;  yet  tw’enty-three  days 
elapsed,  and  but  100,000  came  forward. 

As  a  result  there  was  a  conference 
between  the  leader  of  the  nation  and  the 
leader  of  the  press.  “Let  us  print  the 
news,”  liord  Kitchener  was  told.  “You’ll 
never  get  men  on  the  strength  of  adver¬ 
tisements.  You  will  get  them  if  we  can 
print  the  facta.”  “It  would  not  do,” 
Ijord  Kitchener  answered ;  and  he  pointed 
out  the  danger  of  newspaper  reports 
falling  into  the  hands  of  the  enemy. 
“Not  the  news  of  the  campaigns  and 
stratagems,”  said  the  leader  of  the  press, 
“but  news  of  the  soldier  at  his  work,  in 
battle,  in  retreat  or  advance,  in  trench 
or  in  camp — the  human  side.” 

Within  nine  da.vs  100,000  had  enllsle<l ; 
in  the  next  seven  days  another  100,000; 
and  now  the  needed  three  million  are  in 
the  field  or  the  training  camps.  Thus 
democracy,  in  this  great  climax,  was 


“This  mission  leaves  little  chance  for 
commercialism.  It  leaves  far  behind  the 
times  a  certain  Maine  publisher  who  not 
long  ago  referred  to  the  reading  matter 
in  his  paper  as  ‘dope  to  run  around  the 
ads.’  The  newspapers  have  been  grow¬ 
ing  to  become  what  they  are.  They  did 
not  always  strive  to  reach  any  such 
standard  of  excellence.  The  news  col¬ 
umns  must  be  crowded  with  information, 
not  bare  details  and  detached  items  of 
fact,  but  living,  throbbing  stories  of  the 
life  of  the  world.  First  of  the  world 
at  home,  then  of  the  larger  world.  I 
object  to  the  definition  of  news  as  given 
in  the  Standard  Dictionary  which  de¬ 
clares  news  to  be  ‘fresh  information  con¬ 
cerning  something  that  has  recently 
taken  place,  usually  at  a  distance.’ 

“I  object  to  the  idea  that  news  must 
come  from  a  distance.  The  telegraph  in¬ 
strument  in  the  news  rooms  does  not 
tick  off  the  all-important  news  to  any 
city  daily.  The  accounts  of  the  things 
that  have  happened  at  home  are  of  the 
first  importance. 

THE  LOCAL  REPORTER’S  IMPORTANCE. 

“The  local  reporter  is  the  important 
factor  in  the  newspaper  office,  even 
though  its  publisher  does  have  his  heart 
set  upon  his  dividends.  For  it  is  of  the 
home  happenings  that  his  clients  desire 
to  read.  Little  did  the  cub  reporter 
understand  newspaper  psychology  when, 
sent  to  report  a  big  fire,  he  returned  in 
disgust  and  told  his  city  editor  that  it 
was  no  use  to  write  that  story,  every¬ 
body  in  town  was  there  to  sec  the  fire 
for  himself. 

“I  place,  then,  the  reporter  as  the  key¬ 
stone  of  the  newroaper  arch.  It  doesn’t 
make  so  much  diflerence  about  the  heads 


WANTED 

A  SUNDAY 
EDITOR 

MUST  BE  A 
BIG  MAN  FOR 
BIG  WORK 

ADDRESS  D  1478 


_ FOR  SALE _ 

Advertisements  under  this  classification  fifteen 
cents  per  line^  each  insertion.  Count  six 
words  to  the  line. 

FOR  SAIJE — At  an  exceptional  barsaln, 
sligbtly  iiaed  bigh-Ri>«e<l  tbirty-two  page  cylinder 
Duplex  printing  preaH,  in  perfect  condition. 
Owners  having  conaolldated  and  ualng  larger 
press.  Write  for  price  and  particulars.  A. 
McNeil,  Jr.,  Post  Piibllahing  Company,  Bridge¬ 
port,  Conn. 

MISCELLANEOUS 

Advertisements  under  this  classification,  ten 
cents  per  line  each  insertion.  Count  six 
words  to  the  line. 

WANTED. 

Every  Eclitor  who  desires  to  get  the  riglit 
dope  on  Killy  Sunday,  tbe  great  evangelist,  who 
hits  Paterson  April  4th,  to  send  2.5  cents  for  a 
five  weeks’  snhseiiption  to  the  Paterson  Press, 
the  city’s  most  luQueutial  newspaper. 

’The  HarriS'DIhble  Company  announces  that  It 
has  removed  Its  offices  to  the  Burrelle  Building, 
171  Madison  AVenne,  corner  of  83rd  Street. 
New  York,  N.  T.  Teleiibooe  Hurray  Bill  8110. 


Live,  up-to-date  successful  advertising  man¬ 
ager  wishes  to  make  change — experience  metro¬ 
politan  dailies — thoroughly  competent — knows 
how  to  handle  department  to  get  beat  resulte— 
total  abstainer.  Address  Advertialng  Manager, 
Flat  4,  356  Garfield  Avenue,  Chicago. 


.Associate  editor,  now  having  full  charge  of 
editorial  pajte  on  New  York  paper  in  one  of 
larger  up- State  cities,  will  accept  editorial 
position.  Independent  or  Democratic  papers 
preferred.  Unexceptional  references  as  to 
character  and  ability.  Desire  larger  field. 
Strong  writer,  wide  range.  Editorials  re¬ 
printed  by  leading  papers.  New  York  or  East 
preferred,  but  will  go  where  best  opening 
appears,  for  permanent,  congenial  position. 
Not  a  cheap  man,  nor  a  “job  hunter.”  Present 
position  permanent  if  desired.  Address  Asso¬ 
ciate  Editor,  care  Editor  and  Publisher. 


Newspaper  Suiierintendent — Responsible  man 
who  takes  actual  charge  of  producing  the 
paper,  relieving  the  manager  of  all  labor,  me¬ 
chanical  and  kindred  worries,  allowing  him  to 
concentrate  on  business-getting. 

An  opportunity  for  a  live  publisher.  Now 
employed.  Age  31.  Married.  Practical.  Ad¬ 
dress  1)  1473,  care  The  Editor  and  Publisher. 


LEGAL  NOTICE 


To  THz  Stockholdebs  of  The  Eoitob  ahd 
Publisher  CoMrANv: 

The  annual  meeting  of  the  stockholders  of 
The  Eoitob  and  Publishes  CoMrANV  will  be 
held  at  the  general  offices  of  tbe  corporation, 
Suite  1117  Pulitzer  Building,  63  Park  Row, 
New  York  City,  on  Wednesday,  May  12,  191S, 
at  11  o’clock  a.  m.,  for  the  election  of  one 
director  to  serve  for  three  years  and  two  in¬ 
spectors  of  election  to  serve  at  the  next  meet¬ 
ing  and  for  the  transaction  of  such  other  busi¬ 
ness  as  may  properly  come  before  said  met  ting. 

James  W.  Bbowh, 

President. 

Fiank  LeRoy  Blahcraed. 

Seeretaty. 
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THE  PITTSBURG 
PRESS 

Ha<  the  LARGEST 

Dkilj  and  Sunday* 

CIRCULATION 
IN  PITTSBURG 

ForcigB  Adrertinac  Represeatatives 

L  A.  ELEIN,  MetropoIlUn  Tower,  N.  Y. 
JOHN  GLASS.  Peoples  Gas  (hica^o 


Thfcre  is  no  Duplication  or  Substi¬ 
tution  in 

Pittsburg  Leader 
Circulation 

Ask  us  about  the  Pittsburgh  Terri¬ 
tory  and  in  what  way  the  Leader  is 
the  important  paper. 

VERREE  A  CONKLIN 

Fnrriea  RepreseatatWes 
Slagar  Building  Brnnewick  Bu'^lding 
CHICAGO  NEW  YORK 


IN  PITTSBURGH 

Oor  CoaipatHora 

Ara  amaaed  at  the  srowth  in  Circulation 
and  AdrartieiDC  baing  made  by 

The  Post  and  The  Sun 

WHY? 

Bt'oauae  The  Pittcbargh  Port  and  The  Pitta- 
burgh  Sun  are  today  the  beat  newapniiera 
in  IMtiahurgb.  The  moat  wide-awake,  up- 
to-date  daily  papers  ever  puhllabed  in  that 
city,  and  the  great  public  la  realiaing  the 
fact  more  srd  more  erery  day. 

CONE.  LORENZEN  A  WOODMAN 
Special  Repreaentatirea 
New  York  Iletrolt  Kansas  City  Chleago 


Get  the  Best  Always 
SElye 

IpHtaliurg  Bfaiiatrtf 

Greater  Pittsburg’s  Greatest 
Newspaper 

WAIJ^CB  O.  BROOKE. 

Bronawlck  Building,  New  York 
HOBACB  M.  FORD, 

I’eople’a  Gaa  Building,  Chicago 
H.  C.  ROOK. 

Real  Estate  Tmst  Building,  Philadelphia 


Buffalo  News 

EDWARD  H.  BUTLER 

Editor  and  PublUher 

“The  only  Buffalo  newspaper  that 
censors  its  advertising  columns. 
Many  of  our  advertisers  use  our 
columns  exclusively.  The  above  is 
one  of  the  many  reasons  why.” 

Foreign  Adrertixing  Rrprtsentativrs 
KEI.LY-SMITH  COMPANY 
?20  Fifth  -Arenue  Lytton  Building 

NEW  YORK  CHICAGO 


YOU  MUST  USE  THE 

LOS  ANGELES 

EXAMINER 

to  enrar  tha  GREAT  SOUTHWEST 

MO«  THAnT^  150,000 


A’  TOP  O’  THE  WORLD 

Being  observations,  pertinent  and  impertinent,  principally  about  newspaper 
advertising  and  advertisers. 


^EAR  HAS  BEEN  EXPRESSED  in  certain  quarters  that  there  is  a  grow- 
in^  attempt  to  commercialize  journalism — that  the  so-called  “dollar 
journalism”  is  gaining  headway — ^but  such  expressions  are  absolutely  un¬ 
called  for — and  there  really  seems  to  be  little  or  no  danger  of  the  journalists 
of  the  sanctum  sanctorum  and  the  newspaper  men  of  the  sordid  business 
office  getting  close  enough  together  to  ever  scrape  even  a  bowing 
acquaintance. 

Your  average  journalist  scorns  sordid  commercialism  and  looks  down 
with  pit}ring  contempt  from  his  lofty  height  upon  the  crass  persons  who  toU 
in  and  about  the  several  apartments  of  the  business  office. 

At  the  same  time  your  average  newspaper  man,  who  is  hustling  for 
business  for  his  paper,  snortingly  refers  to  the  journalists  as  “by  products,” 
“parasites”  and  “long  hairs.” 

Should  the  newspaper  man  find  a  place  where  a  bit  of  a  story  would 
do  his  paper  good  in  the  eyes  of  an  advertiser,  or  where  the  suppression  of  a 
story  would  make  life's  walk  easy  for  him,  and  hint  such  a  thing  upstairs, 
he  would  immediately  be  accused  of  trying  to  strangle  the  press  and  com¬ 
mercialize  the  news  columns. 

Should  he  discover  a  “planted”  or  “loaded”  story  and  point  it  out  to  the 
brains  department,  aforesaid  brains  department  would  at  once  recognize 
this  story  as  a  pippin  and  play  it  strong  for  a  scare  head  and  preferred  posi¬ 
tion — ^just  to  show  the  business  office  that  it  could  not  interfere  with  the 
editorial  department  and  the  heaven  endowed  genius  that  guided  its  destiny 
under  the  weighty  title  of  journalist. 

For  some  time  now  newspaper  men,  particularly  the  members  of  the 
American  Newspaper  Publishers’  Association,  have  labored  diligently  in 
an  almost  fruitless  effort  to  abrogate  the  free  space  grafter.  In  some  in¬ 
stances,  particularly  in  the  smaller  cities,  there  have  been  results — for  jour¬ 
nalists  and  newspaper  men  are  closer  together  in  smaller  cities  than  they  are 
in  the  really  big  places — ^but  the  journalist  of  smaller  cities  naturally  looks 
to  journalists  of  New  York,  Chicago,  Philadelphia  and  Boston  to  set  the 
pace,  and  the  work  of  reform  is  consequently  slow. 

Advertising  agents  have  gone  on  record  as  having  said  that  they  buy 
space  in  magazines  for  their  clients  because  they  want  the  space,  and  have 
to  buy  it,  and  that  they  do  not  buy  newspaper  space  because  they  can  get 
it  free. 

There  are  men  aplenty  who  are  making  good  livings  writing  “stories” 
that  get  past  editors  and  get  into  the  “news”  columns,  obviating  the  neces¬ 
sity  of  using  the  advertising  columns  of  newspapers. 

Newspaper  men  recognize  this  condition  and  deplore  it,  but  seem  to 
be  powerless  in  their  efforts  to  get  journalists  to  see  it. 

There  is  one  advertising  agency  that  has  a  contract  which  specifies  that 
it  shall  be  paid  “agent’s  commission”  for  all  free  write-ups  obtained. 

Two  particularly  glaring  press  agent  stunts  which  have  recently  been 
“pulled  off”  in  New  York  City  and  Boston  are  splendid  specimens  of  how 
journalists  are  worked  and  how  newspaper  men  have  to  pay  the  price. 

D.  W.  Griffith  produced  a  big  moving  picture  which  he  labeled  “The 
Birth  of  a  Nation.”  It  is  a  great  picture.  It  is  a  picture  that  has  received 
universal  praise,  and  is  being  shown  at  two  dollars  a  seat  at  the  Liberty 
Theatre,  New  York,  and  Tremont  Temple,  Boston. 

It  was  liberally  advertised  and  liberal  press  notices  were  given-^-and 
then  came  the  “plant.” 

The  picture  follows  Thomas  Dixon’s  novel  “The  Clansman,”  and 
Dixon’s  love  and  affection  for  “niggers”  is  plainly  shown.  So  the  busy 
little  publicity  agent  “planted”  indignation  meetings,  held  by  “prominent 
colored  people,”  who  protested  vigorously  against  the  showing  of  the  pic¬ 
ture — and  New  York  and  Boston  journalists  immediately  fell  hard  for  it 
and  gave  it  Brst  .page,  scare  head,  top  of  column  position  free  write-ups — 
and  seemed  to  think  it  was  “news.” 

There  was  nothing  particularly  new  in  the  stunt.  Olga  Nethersole 
worked  the  press  of  the  country  to  a  fare  you  well  along  the  same  lines, 
when  “Sapho”  was  heralded  as  mdecent  and  filled  houses  for  her  wherever 
she  went. 

Newspaper  men  generally  recognized  this  as  a  salted  mine,  but  were 
powerless  to  prevent  journalists  from  making  themselves  the  laughing  stock 
of  printers,  newsboys  and  readers,  who  recognized  the  whole  thing  as  a 
plant. 

Susanna  Crocraft,  a  mail  order  beauty  doctor  of  Chicago,  who  has  been 
a  magazine  advertiser  for  years — using  from  one  inch  to  one  page  space  to 
exploit  her  automatic  weight  regulator — has  never  been  particularly  keen  for 
newspaper  space,  particularly  if  it  cost  her  any  money. 

But  on  April  27  the  New  York  Evening  World  commenced  a  series  of 
five  articles,  interviews  with  this  woman. 

These  interviews  were  written  by  Margaret  Moore  Marshall,  and  in 
them  Susanna  gave  much  interesting  data  and  information  regarding  her 
“system.” 

Each  article  was  profusely  illustrated  with  pen  sketches  and  each  article 
carried  a  half-tone  picture  of  Susanna  Crocraft — a  reproduction  of  one  of 
the  pictures  used  in  her  magazine  advertisements,  linking  the  stories  with 
the  ads,  for  Susanna  Crocraft’s  ads,  like  Mennen’s  Talcum  ads,  are  used 
principally  to  familiarize  the  general  public  with  a  face. 

Now  this  is  press  agent  stuff  of  the  most  glaring  kind,  and  excited 
curiosity  which  led  to  inquiry. 

In  the  business  office  of  The  World  inquiry  was  made  as  to  “how  it  hap¬ 
pened”  and  the  answer  was  given  that  it  was  up  to  the  editorial  department 
— and  that  it  would  be  safe  to  bet  any  amount  that  the  business  office  was 
no  at  fault. 

In  the  journalistic,  or  brains  department,  the  investigator  got  clear  to 
the  inner  temple,  or  sanctum  sanctorum,  where  the  information  was  im¬ 
parted,  direct  from  the  throne  itself,  that  it  was  nobody’s  business  why  the 
stuff  was  run,  and  that  his  journalist’s  majesty  did  not  care  one  tinker’s 
whoop  what  the  business  office  thought  of  the  stunt. 

This  may  be  journalism — probably  is,  but  it  is  hard,  very,  very  hard,  for 
a  newspaper  man  to  understand  journalism,  while  journalists  never  will 
understand  the  newspaper  business. 

Meantime,  advertisers  will  continue  paying  real  money  for  magazine 
■pace  and  working  newspapers  for  free  space — such  is  journalism. 


S*‘From  Pres*  to 
Home  Within  the. 
Hour** 

Universal  Home  circulation 
is  what  makes  the  Evening 
Star  of  Washington,  D.  C., 
the  great  advertising  me¬ 
dium  that  it  is. 


MAT  KUMBER 
The  New  York  Times 

CURRENT  HISTORY 

A  Monthly  Magazine 
THE  EUROPEAN  WAR. 

The  current  number,  now  qn  the  newi 
stand*,  maintains  the  hlfh  standards  set 
hy  previous  issues. 

General  Sir  John  French’s  Own  Story — 
The  Surrender  of  Przemysl — Battle  of 
the  Hardanelles — -Official  Story  of  Two 
Sea  Fights — Chronology  of  the  War. 
and  many  other  articles  combining  to 
give  a  complete  representation  of  the 
war  lip  to  date. 

25  Cents  a  Copy — $8.<K>  a  Tear 

The  New  Yerh  Tmes  Cmreit  liistsry 

Times  Square  New  York 


DETROIT 

SATURDAY  NIGHT 

is  in  itself  a  guarantee  of  its  advertised 
products.  It  is  unnecessary  for  the  ad¬ 
vertiser  to  discuss  the  honesty  or  relia- 
liility  of  his  goods.  The  fact  that  the 
advertising  was  accepted  by  DETROIT 
SATURDAY  NIGHT  is  sufficient  guar¬ 
antee  to  its  readers. 

Foreign  Advertising  Representatives 
G.  LOGAN  PAYNE  CO. 

74S  Mar.piptte  Building,  Chicago 
2110  Fifth  Arc.,  Ne\w  York  City 
Publicity  Building,  Boeton 


The  Jewish  Murning  Journal 

NEW  YORK  CITY 
(The  Only  Jewiih  Morning  Fapar) 

Tile  sworn  net  paid  average  dally  circulation 
of 

The  Jewiih  Morning  Journal  for  ||  O  ACC 
slv  months  ending  March  31, 1015,  liCjVJV 
The  Jewish  Morning  Journal  enjoys  the  dis¬ 
tinction  of  baring  the  largest  circulation  of 
any  Jewish  pR|>cr  among  the  Amerlcaniied 
Jews,  which  means  among  the  best  purchas¬ 
ing  element  of  the  Jewish  people. 

The  Jewish  Morning  Journal  prints  more 
HELP  WANTED  ADS. 
than  any  pa|ier  in  the  eity,  excepting 
the  New  York  World. 

1.  S.  WALLIS  A  SOK,  West’n  Representatives 
1246  First  National  Bank  Bldg.,  Chicago. 


Eljt  Nvui  ^ork 

Eupning  matl 

enjoys  the  confidence  of  its 
readers. 

Its  readers  have  a  buying 
power,  per  capita,  second  to 
that  of  no  other  daily  paper 
published  in  America. 

Its  average  net  paid  circula¬ 
tion  for  April  was  in  excess  of 

156,000 

A  desirable  advertising  medium. 


THE  NEW  ORLEANS  ITEM 

Accepts  advertising  on  the  ab¬ 
solute  guarantee  of  the  largest 
net  paid  circulation  of  any  New 
Orleans  newspaper  or  no  pay. 

THE  JOHN  BUDD  COMPANY 
Advertising  Representatives 
New  York  Chicago  St.  Louis 
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CHICAGO  NEWS  BUDGET. 

Woodhead  Declares  Successful  Advertis¬ 
ing’s  Greatest  Enemy  Is  the  Quark  and 
Faker — Big  Delegation  to  Convention 
from  Frisco — Press  Club  Golf  Tourna- 
— Blarkmore  and  Kata  New  Firm 
of  Specials — The  Post’s  Anniversary. 

(Special  Correspondence.) 

Chicago,  May  4. — The  success  «f  busi¬ 
ness  enlerprises  is  linked  inseparably 
with  judicious  advertising,  Williain  Wood- 
head,  president  of  the  Associated  Adver¬ 
tising  Clubs  of  the  World,  told  the  inem- 
t)er8  of  the  ways  and  means  committee  of 
the  Association  of  Commerce  wlien  he 
addressed  them  on  April  28  at  the  Hotel 
La  Salle. 

Mr.  Woodhead  was  in  Chicago  arrang¬ 
ing  for  the  world’s  convention  of  adver¬ 
tising  clubs  which  meets  here  next  month, 
lie  urged  the  prohibition  by  publishers  of 
questionable  advertisements.  Drive  out 
tlie  quacks  in  the  interest  of  advertising’s 
good  name,  he  said. 

‘‘No  commercial  activity,”  said  he.  “is 
so  closely  connected  with  every  other 
(omniercial  or  industrial  enterprise  the 
world  over,  nor  is  any  single  line  of  busi¬ 
ness  .so  interwoven  into  the  fabric  of  our 
modem  life,  ns  that  of  advertising. 

“The  greatest  enemy  to  successful  ad¬ 
vertising  and  to  successful  business  is 
tile  quack  and  the  faker,  and  the  more 
money  they  contribute  the  greater  the 
loss.  Every  time  a  man  or  woman  is 
cheated  by  a  bogus  advertise-'u-nt  the 
pulling  power  of  all  advertising  is  so 
imich  weakened,  because  the  faker  and 
the  ptd)lisher  accepting  the  advertise¬ 
ment  have  taught  just  so  many  more 
jieople  to  distrust  all  advertising.  There 
will  be  more  advertisers,  and  they  will 
get  more  and  quicker  results  when  the 
•inacks  and  the  fakers  are  driven  out  of 
Ims’iiess,  and  these  associated  advertising 
( liibs  are  driving  them  out  of  business 
somewhere  every  day.” 

.Vccording  to  reports  received  at  the 
convention  headquarters,  Texas  will  send 
one  of  the  largest  state  delegations  to  the 
Eleventh  Annual  Convention  of  the  As¬ 
sociated  .Vdvertising  Clubs  of  the  World 
which  opens  its  four  days’  session  in 
Ciiicago  .Tune  20. 

The  On-to-Chicago  committee  which 
discusses  progress  at  its  weekly  lumdieons, 
today  gave  out  something  of  the  conven¬ 
tion  activities  of  the  I/one  Star  State 
which  is  preparing  to  “take  in”  this  con¬ 
vention  ns  it  never  has  before. 

Tlie  T>allas  Advertising  League  is  set¬ 
ting  an  example  for  the  creation  of  en- 
Ihnsiasm.  A  local  On-to-Chicago  com¬ 
mittee  has  been  formed  and  a  special 
nu'eting  of  the  league  recently  was  called 
under  its  auspices,  in  which  the  “travel 
spirit”  was  thoroughly  inculcated  in 
members  by  a  series  of  short,  snappy 
talks. 

Fort  Worth,  the  home  of  A.  L.  Schu- 
nian.  executive  committeeman  of  the  na¬ 
tional  association,  already  has  the  ball 
rolling.  Reports  of  increased  activity 
likewise  come  from  San  Antonio.  Hous¬ 
ton.  El  Paso,  and  Beaumont.  The  “Texas 
s|>ecial”  train  will  arrive  on  .Tune  It). 

In  response  to  a  flood  of  inquiries  ns  to 
reduced  imssenger  rates  for  the  <'onven- 
tion  Se<'retnry  Floren,  of  the"  local  con¬ 
vention  committee,  announces  he  has  ob- 
taiiusl  promises  of  reduced  fares  from 
every  railway  passenger  association  in 
the  country. 

■’.8o  no  matter  where  the  ad  man  lives,” 
says  Mr.  F'lorea,  “he  can  be  ac<'om- 
imxlaled.  flat  two-cent  rate  for 

traveled  miles  will  obtain  from  most 
points  in  the  country.” 

('hairman  Dunlap,  of  the  local  com¬ 
mittee.  last  week  addressed  the  St.  Tx)uis 
Advertising  Club,  which  will  bring  nOO 
St.  Louisans  to  the  convention. 

The  .Tunior  Advertising  Association  is 
planning  a  dinner  dance  to  be  held  as 
soon  as  the  organization’s  membership 
reaches  100.  which  will  be  within  thirt.v 
days. 

The  Press  riuh  golf  tournament,  con¬ 
cluded  last  week  at  .Tackson  Park,  leaves 
D.  .T.  Lavin.  head  of  the  Tribune  art  de¬ 
partment  and  Howard  M.  BriceTand, 
manager  of  the  Tribune  news  bureau,  tied 


for  the  cup  with  scores  of  80  strokes 
each.  The  date  for  the  playoff  has  not 
been  set.  Paul  Hammett,  managing 
editor  of  the  Drovers  Journal,  was  second 
with  91,  and  Basil  G.  Wyrick,  night  news 
editor  of  the  Associated  Press,  third,  with 
a  score  of  92. 

M.  O.  Blackmore  and  Meyer  Katz  have 
organized  the  firm  of  Blackmore  &  Katz, 
publishers’  representatives.  For  eleven 
years  Mr.  Blackmore  was  advertising 
manager  of  the  Inland  Printer  and  also 
advertising  manager  of  Inland  Stationer 
and  Business  Equipment  .Tournal.  Mr. 
Katz  was  associated  with  him  on  the 
latter  journal. 

Charles  M.  Carr,  business  manager  of 
the  Carr  Advertising  Service,  announces 
the  addition  to  his  firm  of  the  Smyth 
Photo  Studio,  advertising  specialists. 

The  Post  celebrated  its  twenty-fifth  an¬ 
niversary  on  April  29  with  a  ninety-page 
eilition.  There  are  a  few  members  of  the 
original  Post  staff  still  working  for  the 
paper. 

Percy  Andrese,  vice-president  of  the 
American  Association  of  F’oreign  Ijan- 
guage  Newspapers,  addressed  the  Traffic 
Club  last  week  on  “Personal  Uberty.” 

“The  Song  Bird,”  a  play  written  by 
F’rederick  and  Mrs.  Flatten,  4>'&matic 
critics  of  the  Herald,  is  experiencing  a 
successful  run  at  the  Grand  Opera  House. 

X  bill  to  permit  newspapers  to  receive 
railroad  transportation  in  exchange  for 
advertising  is  now  before  the  State  legis- 
•  lature. 

Local  newspaper  illustrators  have  start¬ 
ed  plans  for  a  celebration  at  some  hotel, 
yet  to  be  selected,  on  May  29. 

Former  City  Attorney  I’iotrowski  ad- 
dre.ssed  the  Press  Club  on  the  war  last 
week.  He  predicted  that  a  new  Poland 
will  arise  after  peace  is  declared. 

D.  .T.  T.evin  and  H.  M.  Briceland  tied 
for  the  first  jdace  in  a  contest  for  the 
Press  Club  golf  trophy  last  yveek. 

The  I’ress  Club  is  to  book  the  produc¬ 
tion  of  a  drama  by  local  actors,  to  be 
given  at  the  Auditorium  May  26. 

PRESS  ASSOCIATIONS 
The  Pocket  Publishers’  League,  con¬ 
sisting  of  the  editors  of  Southern  In¬ 
diana,  will  hold  its  quarterly  meeting 
in  Booneville,  Ind.,  on  May  8. 

The  I*re«8  Club  of  St.  Louis,  Mo.,  has 
set  June  17  as  the  date  for  its  third 
annual  frolic.  As  in  former  years,  a 
program  of  military,  aquatic,  drill, 
cabaret  and  other  entertaining  features 
will  be  provided. 

Thomas  R.  Marshall,  Vice-President 
of  the  United  States,  was  the  guest  of 
honor  at  the  formal  opening  of  the  New 
Orleans,  Lsi.,  Press  Club  on  May  6.  A 
number  of  mayors  of  neighboring  cities 
and  governors  from  nearby  states  were 
present  at  the  ceremony. 

The  Press  Club,  of  Los  Angeles,  Cal., 
has  reorganized  and  moved  into  new 
quarters  at  814  South  Spring  street.  R. 
'T.  Van  Fittisch,  city  editor  of  the 
Examiner,  has  lieen  elected  president  of 
the  organization. 

The  Executive  Committee  of  the  Ar¬ 
kansas  Press  Association  has  decided  to 
hold  the  annual  meeting  of  the  Associa¬ 
tion  in  Harrison,  Ark.,  on  May  17  and 
18.  An  excursion  trip  to  various  towns 
in  the  state  will  follow  the  meeting. 

The  Pittsburgh  Press  Club  has  pur¬ 
chased  a  three-story  brick  building 
which  will  be  remodeled  extensively  for 
the  club's  headquarters.  Since  its  for¬ 
mation  several  years  ago  the  club  has 
l)een  very  prosperous  with  a  constantly 
increasing  membership. 

The  annual  convention  of  the  South 
Carolina  Press  Association  will  be  held 
at  Chick  Springs,  .Tune  28.  20  and  30. 
The  morning  sessions  will  l)e  devoted 
to  papers  by  memljcrs  and  the  afternoon 
and  evening  sessions  to  addresses  by  in¬ 
vited  speakers.  Among  those  who  will 
address  the  meeting  are  John  L.  Mc- 
Laiirin,  M.  L.  Bonham,  Rev.  .T.  D.  Crain, 
Rev.  Plato  T.  Durham  and  S.  P.  G.  Hard¬ 
ing,  a  director  of  the  national  reserve 
bank  system. 


CENSORED  TO  DEATH 

{Continued  from  page  1019.) 

newspapers  was  changed.  .Mental  indi¬ 
gestion  resulted,  with  indigestion’s  usual 
attendants  —  peevishness,  discomtitiire 
and  uneasiness.  As  a  result,  instead  of 
England  being  engulfed  in  a  wave  of 
patriotism  as  is  France  and  is  Germany, 
she  is  today  but  half-acquainted  with 
and  half-enthused  over  the  war.  A  na¬ 
tion  whose  patriotism  has  never  been 
questioned,  is  distressed  by  unsatisfac¬ 
tory  enlistments,  labor  troubles  which 
are  hampering  the  movements  of  her 
troops  and  the  supplying  of  her  ammuni¬ 
tion.  A  large  portion  of  the  population 
is  turning  to  the  results  of  football 
matches  and  horse  races  before  looking 
at  the  latest  casualty  lists.  The  govern¬ 
ment  which'  is  responsible  for  the  pres¬ 
ent  conditions  is  seeking  everywhere,  ex¬ 
cept  in  the  right  place,  for  the  real  cause 
of  the  unsatisfactory  situation. 

“Meanwhile  it  is  turning  a  deaf  ear  to 
Lord  Northcliffe  and  other  English  ex¬ 
perts  on  publicity  and  the  art  of  captur¬ 
ing  public  interest  and  attention;  refus¬ 
ing  to  listen  to  newspaper  men  who 
know  that  British  enthusiasm  is  being 
wet-blanketed  and  British  people  lieing 
placed  in  an  absurd  position  before  the 
world.  And  all  V)ecause  a  blundering 
bureaucrat  cannot  recognize  that  the 
youngest  reporter  who  has  grasped  the 
essentials  of  human  interest  writing  can 
do  more  to  stir  a  nation  with  a  thousand 
word  descriptive  story  than  a  statesman 
employing  as  his  medium  a  laboriously 
penned  ‘White  paper.’ 

DISTORTED  ENGLISH  VIEW. 

“As  a  result  of  a  scarcity  of  real  news¬ 
paper  information  from  the  front,  the 
English  people  have  been  given  an  en¬ 
tirely  distorted  idea  of  the  importance 
of  the  part  played  by  their  troops  on  the 
Continent.  They  have  not  been  able  to 
appreciate  what  has  been  done  by  the 
French  troops,  and  in  consequence  have 
an  exaggerated  importance  of  the  part 
played  by  their  own  troopa.  On  the  other 
hand,  the  French,  officers  and  men,  and 
the  general  public  are  generous  to  a  fault 
in  their  expressed  appreciation  of  what 
the  English  have  done,  and  even  lean 
over  backwards  in  their  extremely  mod¬ 
est  depreciation  of  their  own  part  in  the 
Allies’  efforts. 

“The  absurdity  of  the  English  censor¬ 
ship  and  the  attendant  newsgathering 
conditions  which  it  has  imposed  has  prob¬ 
ably  not  been  better  illustrated  than  by 
the  case  of  Will  Irwin,  and  his  story  of 
the  battle  of  the  Ypres. 

A  CRITICAL  DAT  IN  STRUGGLE. 
‘‘There  can  be  little  doubt  but  that 
when  the  final  history  of  the  war  is  writ¬ 
ten,  October  31  will  stand  out  as  one  of 
the  moat  crucial  days  of  the  struggle. 
It  was  on  this  day  that  the  Germans 
threw  a  force  of  six  hundred  thousan<l 
men  against  a  thin  little  line  of  English 
Tommies  whose  total  number  did  not  ex¬ 
ceed  a  hundred  and  twenty  thousand 
men.  On  this  day  Sir  John  French,  quit¬ 
ting  his  automobile  and  fighting  in  the 
trenches  shoulder  to  shoulder  with  his 
own  men,  prevented  a  retreat  of  the  Brit¬ 
ish,  took  advantage  of  a  tactical  blunder 
on  the  part  of  a  German  commander  and 
wrote  his  own  name  big  in  English  mili¬ 
tary  history. 

“Will  Irwin  landed  in  Ixindon  in  Feb¬ 
ruary,  and  with  an  American  reporter’s 
nose  for  news,  began  to  get  a  line  on  the 
really  spectacular  happenings  of  October 
31.  He  pursued  his  investigations,  talked 
to  soldiers  who  had  been  in  the  fight,  in¬ 
terviewed  friends  of  Sir  John  French 
and  the  other  officers  who  participated, 
and  finally  wrote  a  story  of  the  day’s 
conflict  which,  printed  in  the  Ix)ndon 
Daily  Mail,  stirred  England  as  no  other 
piece  of  writing  since  the  outbreak  of  the 
war.  The  result  was  that  the  article 
was  published  in  pamphlet  form,  circu¬ 
lated  all  over  the  British  Empire,  and 
the  sale  of  it  has  already  mounted  into 
the  millions.  As  a  result.  Irwin  was  re¬ 
tained  by  the  Daily  Mail,  and  is  now 
furnishing  Englishmen  with  thrillers  in 
the  form  of  narratives  of  events  that 
happened  weeks  and  months  ago — events 
which,  but  for  the  censorship,  would  have 


appeared  with  intensified  interesx  at  the 
time  they  were  actually  happening. 

“FYom  the  outset  of  the  war,  the 
F'rench  Government  has  shown  much 
more  of  a  disposition  to  favor  newspaper¬ 
men,  especially  American  newspapermen, 
than  has  the  British  Government.  They 
have  been  restrained,  however,  to  a  very 
large  extent  by  the  everywhere  prevalent 
determination  to  have  complete  co-opera¬ 
tion  with  the  English.  The  fact  that 
Ix>rd  Kitchener  has  been  violently  op¬ 
posed  to  having  correspondents  at  the 
Flnglish  front — Kitchener  himself  is  lo- 
•cated  in  London,  and  consequently  his 
own  popularity  does  not  suffer  by  reason 
of  the  scarcity  of  correspondents  on  the 
firing  line — has  caused  the  French  to  go 
much  slower  in  the  matter  of  courtesies 
to  American  newspapermen  than  would 
naturally  have  been  the  case.  Recently, 
however,  the  French  have  broken  away 
a  bit,  and  so  far  as  the  United  Press  is 
concerned  at  least,  we  have  had  no  recent 
cause  for  complaint. 

A  NEW’SPAPERMAN’S  PARADISE. 
“Germany,  however,  has  become  the 
American  newspaperman’s  paradise.  The 
Germans  are  frankly  striving  for  Ameri¬ 
can  popular  sentiment.  Though  Ameri¬ 
can  newspaper  methods  are  certainly  far 
removed  from  German  methods,  the  Ger¬ 
man  Government  has  been  exceedingly 
shrewd  in  recognizing  that  to  secure  pub¬ 
licity  in  America,  it  must  resort  to 
American  methods  and  not  attempt  to 
accomplish  its  purposes  through  German 
methods  applied  in  this  country.  As  a 
result  of  this  determination,  the  doors 
have  been  thrown  open  to  American 
newspapermen,  and  they  have  been 
given  every  courtesy.  They  have  not 
only  been  taken  to  the  front  and  per¬ 
mitted  to  visit  all  the  German  lines,  but 
wherever  it  has  been  possible,  the  estab¬ 
lished  American  correspondents  in  Ger¬ 
many  —  especially  those  representing 
American  press  associations— have  been 
taken  to  the  front  at  times  when  it 
seemed  moat  likely  that  they  would  be 
present  while  important  engagements 
were  on.  Even  the  intensely  bitter  an¬ 
tipathy  of  German  officialdom  to  the  at¬ 
titude  of  the  American  Government  on 
various  questions  of  the  war  has  not 
prevented  the  German  soldier  in  the  field 
from  receiving  the  American  newspaper 
man  as  a  hail  fellow  well  met  and  ex¬ 
tending  to  him  every  possible  courtesy 
and  consideration. 

VALUELESS  COMMUNIQUES. 

For  American  newspapermen  in  the 
war  zone,  the  one  great  mystery  is  the 
attention  and  consideration  American 
newspaper  publishers  give  to  the  official 
communiques  from  the  various  countries. 
In  Europe,  interest  in  these  communiques 
is  secondary  to  most  any  other  class  ot 
war  news.  It  is  generally  recognized 
that  all  of  the  foreign  governments  use 
these  communiques  not  only  for  the  dis¬ 
semination  of  such  news  as  is  unim¬ 
portant  if  true,  but  they  also  use  them 
for  the  circulation  of  certain  misstate¬ 
ments  of  facts  which  they  are  anxious  to 
get  to  the  enemy.  Each  country  knows 
that  its  communiques  are  picked  up  and 
printed  in  the  countries  of  the  enemy, 
and  the  instances  which  have  lieen 
proven  are  Innumerahle  where  the  com¬ 
muniques  have  contained  statements  sent 
out  for  the  deliberate  purpose  of  mislead¬ 
ing  the  enemy.  Even  those  people  in 
Europe  who  in  times  past  were  in  the 
habit  of  regarding  all  newspapermen  as 
disciples  of  Baron  Munchausen  have  now 
come  to  admit  that  when  it  comes  to 
plain  and  fancy  lying,  the  gentlemen 
who  write  the  official  communique  have 
the  most  skillful  newspaper  fakirs 
backed  into  the  amateur  class. 

Business  Men  Advertise  Jamaica. 

.T.  C.  Monaghan.  United  States  ronsul 
at  Kingston,  .Tamaica.  W.  I.,  reports  that 
an  aggressive  advertising  campaign  is 
being  waged  by  the  business  men  of  the 
island,  to  encourage  tourists  to  come 
there.  A  Travel  Association,  organiz-ed 
four  years  ago.  which  has  been  allowed 
$1,500  annually  by  the  goverrtment,  is 
this  year  seeking  twice  this  sum  to  carry 
on  its  work.  Hotel  proprietors  and  mer¬ 
chants  are  of  course  very  active  in  this 
field. 
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NEWS- 


All*-n  Adv.  Agency  (Inc.),  116  W.  32d  St.. 
N.  Y.  City. 

Ameriran  Sporta  Pub.  Co.  (Inc.),  21  War¬ 
ren  St.,  S.  Y.  City. 

Amaterdam  Adr.  Agency  (Inc.),  1178  Broad¬ 
way,  N.  Y.  City. 

Anfenger,  1.4>uis  E.,  Fullerton  Bldg.,  St. 
LouTa,  Mo. 

Arkenberg-Machen  Co.  (Inc.),  Produce  Ex¬ 
change  Bldg..  Toledo.  Ohio  (Clasaifled). 
Armatrong,  Collin,  incorporated,  115  Broad¬ 
way,  N.  Y".  <^ty. 

Atlaa  Adr.  Agency  (Inc.),  450  Fourth  Are., 
N.  Y.  (?lly. 

Ayer.  N.  W.,  A  Son.  300  Cheafnut  St..  Phil¬ 
adelphia,  Pa. ;  nrth  are..  Bldg.,  N.  Y. 
t'lty.l 

Ayer*.  II.  E.,  A  Co.,  164  Federal  St.,  Boaton, 

Maaa 

B 

Baer,  Joseph  B.  (Inc-.),  347  Fifth  Are.,  N. 
Y.  City. 

Balley  lleniington  Co.  (Inc.),  Hippodrome 
Bldg.,  (^ereland,  O. 

Baker  Adr.  Agency,  Ltd.  (Inc.),  16-20  W'el- 
llngton  St.,  East  Toronto.  Ont. 

Ballard  Adv.  Ca  (Inc.),  1328  Broadway, 
N.  Y.  Cl  tv. 

Barber.  J.  W..  Adv.  Agency  (Inc.),  338 
Waahington  St.,  Boston,  Maaa. 

Banes.  Jean  Dean.  354  Fourth  Ave.,  N.  Y’. 
City. 

Baahani..  Thomas  E.,  Co.  (Inc.).  Inter- 
Southern  IJfe  Bldg..  lioulavllle.  Ky. 

Bates  Adv  Co.  (Inc.),  15  Spruce  St.,  N. 
Y.  City. 

Bates,  J.  D..  Adv.  Agency,  202  Main  St., 
Springfield,  Maaa. 

Batten,  Geo.  Co.  (Inc.),  Fourth  Ave.  Bldg.. 
N.  Y.  t'lty. 

Bayer-Stroiid  Corporation,  200  Fifth  .\ve., 
S.  Y.  City. 

Benson.  Campbell  A  Slaten,  Corn  Exchange 
Bank  Bldg.,  Chicago.  III. 

Blrch-FIeld  A  Co.  (Lnc.),  110  W.  40th  St., 
-N.  Y.  aty. 

Bla^burn  Adv.  Agency,  Patterson  Bldg., 
Dayton,  O. 

Blackman-Roaa  Co,  (Inc.),  95  Madison  Ave., 
N.  Y.  City. 

Blalne-Thompson  Co.  (Inc.),  Fourth  Nat. 

^nk  Bldg.,  Cincinnati.  O. 

Bloomingdale- Weller  Adv.  Agency,  1420 
(^estnut  St..  Philadelphia.  I’a. 

Blum,  Charles,  Adv.  Corporation  (Inc.),  608 
Chestnut  St.,  Philadelphia,  Pa. 

Bond.  Arthur  T.,  20  Central  St.,  Boston, 
Mass. 

Boston  News  Bureau  Co.  (Inc.),  30  Kilby 
Street,  Boston.  Mass. 

Bowers,  Thos.  If.,  Adv.  Agency,  Rector 
Bldg..  Chicago,  111. 

Brackett-Parker  Co,  (Inc.),  77  Franklin  St., 
Boston,  Mass. 

Bromfleld  A  Field  (Inc.),  171  Madison  Ave., 
N.  Y.  aty.  „  „  ^ 

Brooks,  S.  M.  Adv.  Agency,  State  Bank 
Bldg.,  Uttle  Rock.  Ark. 

Buchanan.  John,  Adv.  Agency,  176  Federal 
St.,  Boston,  Mass. 

C 

Calkins  A  Holden  (Inc.),  250  Fifth  Ave., 
N.  Y.  City.  „  ^ 

Campbell-Ewald  Co.  (Inc.),  117  W.  Fort 
St,  Bank  Bldg.,  Detroit  Mich. 

Canadian  Advertising,  Ltd.  (Inc.),  4  Hos¬ 
pital  St..  Montreal.  Canada. 

Capeharfa  Maiknown  Methods  (Inc.),  450 
Fourth  .\ve.,  N.  Y".  City. 

Carpenter  A  Corcoran  (Inc.),  26  Cortlandt 
St,  N.  Y.  aty.  , ,  ^ 

Chambers  Agency  (Inc.),  Maison  Blanche 
Bldg.,  New  Orleans,  La. 

Cntappelow  Adv.  Co.  (Inc.),  International 

IJfe  Bldg.,  St  liouls.  Mo.  _ _ 

Charles  Adv.  Service  (Inc.),  23-25  E.  26th 
St.  N.  Y.  City.  ^ 

Cheltenham  Adv.  Service  (Inc.),  160  Fifth 

Ave.,  N.  Y.  City.  ^  _ 

Chesman,  Nelson,  A  Co.  (Inc.),  1127  Pine 
St„  St  liOiils.  Mo. :  Goddard  Bldg..  Chi¬ 
cago,  HI.:  Fifth  Ave.  Bldg..  N.  Y.  City; 
Times  Bldg.,  Chattanooga,  Tenn. 
Churchill-IIall,  Inc.,  50  Union  Square.  N.  Y. 

Clark Whltciwft  (Inc.),  41  So.  1.51h  St, 
I*hiladelphla.  Pa. 

Clai-ke.  E.  II.,  Adv.  Agency  (Inc.).  Stewr 
Building.  Chicago,  Ill. ;  37  W.  30th  St., 
N.  Y.  aty.  ^  . 

Clough.  John  I*  Adv.  Agency,  Merchants 
Bank  Bite..  Indianapolis,  Ind. 

Cochrane.  Witt  K..  Adv.  Agency  (lnc.), 
Boyce  Bldg.,  Chicago,  III. 

Colton.  Wendell  P.  (Inc.),  165  Broadway, 
N.  Y.  aty.  ^  .  ,,  , 

Cone,  Andrew,  Gen.  Adv.  Agency  (Inc.), 
Tribune  Bite.,  N.  Y.  City 
Constantine  Adv,  Co.  (Inc.),  Globe  Bldg., 
Seattle,  Wash.  . .  „  „  „ 

Cooke  A  Joems  Adv.  Agency,  110  So.  Dear¬ 
born  St,  Chicago,  III. 

Cooper  Adv.  Co.  (Inc.).  Bankers  Invest¬ 
ment  Bldg"  Francisco.  Cal. 

Coming  Adv.  Agency,  Dispatch  Bldg.,  St 
l*aul,  Minn. 

Cowen  Co.  (Inc.),  50  Union  Square,  N.  Y. 

City;  John  Hancock  Bldg..  Boston.  Mass. 
Cramer  Krasselt  Co.  (Inc.),  3."i4  Milwaukee 
81..  Milwaukee,  Wls. 

Cnob.v-Chlcago  (Inc.),  Pullman  Bldg.,  Chi 

CrlwK  'j.  H..  Adv.  Co.  (Inc.),  1524  Chestnut 
St..  I'blladripbla,  Pa. 

D 

Dake  Adv.  Agency  (Inc.),  432  ^uth  Main 
St,  Lm  Angeles,  Cal. ;  121  Second  St., 
San  Frandaco,  Cal. 


l>ak«'n  Adv.  Agency,  White-Henry  Bldg., 
Seattle,  Wash. 

Danielson  A  Son,  96  Westminster  St,  Provi¬ 
dence,  R.  I. 

D’-krcy  Adv.  Co.  (Inc.),  International  IJfe 
Bldg.,  St  Ix>uls,  Mo. 

Darlow  Adv.  Co.  (Inc.),  City  Nat.  Bank 
Bldg ,  Omaha,  Neb. 

Dauchy  Co.  (Inc.),  9  Murray  St.  N.  Y. 
City. 

Davis,  J.  W.,  Railway  Exchange  Bldg.,  Chi¬ 
cago,  III. 

Debevolse,  Foster,  Co.  (Inc.),  15  W.  38th 
St.,  N.  Y.  City. 

Dec’ker,  Henry,  Ltd.,  Fuller  Bldg.,  N.  Y. 
City. 

Desbarats  Adv.  Agency,  Ltd.,  Unity  Bldg., 
Montreal,  Canada. 

Dietz,  Ottomar.  .4dv.  Bureau  (E.  E.  Neuge- 
bauer),  140  Nassau  St,  N.  Y.  City. 

Dobbs,  William  F.,  Danbury,  Conn. 

Dollenmayer  Adv.  Agency  (Inc.),  Lincoln 
Bldg..  Minneapolis.  Minn. 

Donovan  A  .Armstrong,  Commonwealth  Bldg., 
Philadelphia,  Pa. 

Doremus  A  Co.  (Inc.),  44  Broad  St,  N.  Y. 
City. 

Doremus  A  Morse,  50  IMne  St.,  N.  Y'.  City. 

Dorland  Adv.  Agenc.v.  Presston  Bldg..  At¬ 
lantic  City,  N.  J.;  366  Fifth  Ave.,  N.  Y. 
Clt.v. 

Doughty,  Chas.  Ia,  621  Main  St.,  Cln- 
natl,  O. 

Dukelow  A  Walker  Co.  (Inc.),  246  Wash¬ 
ington  St.  Boston,  Mass. 

Dunlap-Ward  Adv.  Co.  (Inc.),  123  W.  Mad¬ 
ison  St..  Chicago,  III. 

Dunne,  Desmond  Co.  (Inc.),  30  B.  42d  St.. 
N  Y.  City. 

Dyer,  Geo.  L.  Co.  (Inc.),  42  Broadway, 
N,  Y.  City. 

E 

Earashaw-Iient  Co.  (Ine.),  80  Malden  laine, 
N.  Y.  City. 

Eddy,  Lonis  O.,  Marshall  Field  Bldg.,  Chi¬ 
cago.  III. 

Edwards.  Geo.  W.,  A  Co.,  328  Chestnut  St, 
Philadelphia.  Pa. 

Elliott  A.  R.  (Inc.),  62  W.  Broadway,  N.  Y, 

aty. 

Ellis.  A.  W..  Co..  10  High  St.  Boston.  Mass. 

Erickson  Co.  (Inc.),  381  Fourth  Ave.,  N.  Y. 
City. 

Erickson.  E.  N.,  Adv,  Agency,  21  Park  Row, 
N.  Y*.  City. 

Erwin-Wasey  A  Jefferson  (Inc.),  168  No. 
Michigan  Blvd.,  Chicago,  III. 

FJwlng  A  Miles  (Inc.),  1482  Broadway, 
N.  Y.  City. 

F 

Fairfax.  II  W..  World  Bldg..  N.  Y.  City. 

Fenton  A  Gardiner  (Inc.),  286  Fifth  .Ave., 

N.  Y.  aty. 

Ferry-Hanly-Schott  Adv.  Co.  (Inc.),  Com¬ 
merce  Bldg..  Kansas  City,  Mo. 

Fettinger.  Theo.  8..  Adv.  Agency,  700  Broad 
St.  Newark.  N.  J. 

Finch,  I*  J..  Adv.  Agency,  Inc.,  1.364  Broad¬ 
way,  N.  Y.  city. 

Finney,  W.  B.,  Adv.  Co.,  Keith  A  Perry 
Bldg..  Kansas  City.  Mo. 

Flsher-Stelnbruegge  Adv.  Co.  (Inc.),  1627 
Washington  Ave..  St  l/)ula.  Mo. 

Folev.  Richard  A..  Adv.  Agency  (Inc.),  Bul¬ 
letin  Bldg..  Philadelphia,  Pa. 

Fowler-Slmpson  Co.  (Inc.),  1000  Euclid 
.Ave.,  Cleveland,  O. 

Frank.  Albert.  A  Co.,  (lnc,),  26  Reaver 
St..  N.  T.  City. 

Fuller.  Chas.  H..  Co.  (Inc.),  623  So. 

Wabash  Ave.,  Chicago,  II!.;  Morgan 
Bldg..  Buffalo.  N.  Y. 

Ftiller  A  Smith,  Engineers  Bldg.,  Cleve¬ 
land,  O. 

O 

Gagnier  .Adv.  Service,  Graphic  Arts  Bldg., 
Toronto.  Can. 

Gardner  .Adv.  Co.  (Inc.),  Kinloch  Bldg..  St. 
I/Ouls.  Mo. 

Glolie  Adv.  Agency  (Inc.),  85  Washington 
St..  South  Norwalk.  Conn. 

Goldsmith  Co..  207  Market  St.,  Newark, 
N.  J. 

Gould.  M.  P.,  Co.,  120  W’est  32d  St.,  N.  Y. 
City. 

Goulston.  Ernest  .1.,  Adv.  Agency,  18  Tre- 
mont  St..  Boston.  Mass. 

Gray.  P.  A..  Adv.  Co.,  Dwight  Bldg.,  Kan¬ 
sas  Cltv.  Mo. 

Green.  Carl  M..  Co.  (Inc.).  Free  Press  Bldg., 
Detroit.  Mich. 

Greve.  S..  .Agency,  Oppenhelm  Bldg.,  St. 
Paul.  Minn. 

Greenleaf  Co.  (Inc.),  185  Devonshire  St., 
Boston,  Mass. 

Gnenther.  Rudolph  (Inc.),  115  Broadway, 
N.  Y.  City. 

Gnenther-Bradford  Co,  (Inc.).  64  W.  Ran¬ 
dolph  St..  Chicago.  HI. 

Gundlach  Adv,  Co.  (Inc.),  Peoples  Gas 
Bldg.,  Chicago.  HI. 

H 

Hamilton,  J.  R.,  Adv.  Agency,  Hearst  Bldg., 
Chicago,  III. 

Hanff-Metzger  (Inc.V,  O-j  Madison  ,\ve., 
N.  Y.  City. 

Hannah.  Henry  King.  277  Broadway.  N.  Y'. 
City. 

Manser  Agency,  Kinney  Bldg..  Newark.  N.J. 

Haulenhe^.  G  II..  .Adv.  Agency  (Inc.i,  2 
W.  45th  St..  N.  Y.  Clt.v. 

Haven,  Edwin  H..  17.Y  5th  Ave..  N.  Y.  City. 

IIa»T(  Adv.  Agency,  106  Main  St.,  Burling 
ton.  Vt. 

Hibson  A  Bro.,  116  Nassau  St..  N.  Y.  City. 

Hicks  Adv.  Agency  (Inc.),  132  Nassau  St, 
N,  Y.  City. 


Hill,  YV.  S.,  Co.  (lnc.),  Vandergrlft  Bldg., 
IMttsburgb,  Pa. 

Hill,  Albert  P.,  Co.  (Inc.),  First  National 
Bank  Bldg..  Pittsburgh,  Pa. 

Holmes.  Frances,  524  Mutb  Spring  St.,  Los 
Angeles,  Cal. 

Bonlg  Adv.  Service,  Wells  Fargo  Bldg.,  San 
Francisco,  Cal. 

Hoopes,  E.  M.,  1303  Rodney  St.,  Wilming¬ 
ton.  Del. 

Hoops  Adv.  Co.  (Inc.),  Tribune  Bldg.,  Chi¬ 
cago,  Ill. 

Houghton,  Walter  I*,  Adv,,  Agency  (Inc.), 
381  4th  Ave.,  N.  Y.  City. 

Howard,  E.  T.,  Co.,  Inc.,  432  Fourth  Ave., 
N.  Y.  City, 

Howland,  H.  S.,  Adv.  Agency,  Inc.,  20 
Broad  St.,  N.  Y’.  City. 

Hoyfs- Service,  Inc.,  l2o  W.  32d  St.,  N.  Y. 
(jity ;  14  Kilby  St.,  Boston,  Mass. 

Hull,  W.  H.  H.,  A  Co.  (Inc.),  Tribune  Bldg., 
N.  Y.  City. 

Humphrey,  H.  B.,  Co.  (Inc.),  44  Federal 
St.,  Boston.  Mass. 

Husband  A  Thomas  Co.  (Inc.),  25  E.  Wash¬ 
ington  St.,  Chicago,  III. 

I 

Ireland  Adv.  Agency  (Inc.),  136  So.  Fourth 
St.,  Philadelphia,  Pa. 

Ironmonger,  C.,  Adv.  Agency,  18-20  Vesey 
St,  N.  Y.  City. 

J 

Johnson  Adv.  Corporation  (Inc.),  20  E. 
Jackson  Boulevard,  Chicago,  HI. 

Johnson,  Chas.  J.,  52  Broadway,  N.  Y.  City. 

Jobnson-Dallis  Co.  (Inc,),  Greenfield  Bldg., 
Atlanta,  Ga. 

Jobnston-Ayres  Co.  (Inc.),  525  Market  St., 
San  Francisco,  Cal. 

Jones,  Wylie  B.,  Adv,  Agency  (Inc.),  Bing¬ 
hamton,  N.  Y 

K 

Kastor,  H.  W.,  A  Sons  Adv.  Co.  (Inc.),  Mer¬ 
cantile  National  Bank  Bldg.,  St.  Ixiuls, 
Mo. ;  Lytton  Bldg.,  Chicago,  Ill. ;  Com¬ 
mercial  Trust  Bldg.,  Kansas  City,  Mo. 

Kay,  J.  Roland,  Co.  (Inc.),  123  W.  Madi¬ 
son  St.,  Chicago,  HI. 

Keane,  N.  W.,  99  Nassau  St.  N.  Y.  City. 

Kiernan,  Frank  A  Co.,  189  Broadway,  N.  Y, 

_  City 

Kirtland,  B.  F„  .Adv.  Agency,  Lytton  Bldg., 
Chicago,  III. 

Klein,  Chas.  T.,  230  W.  99th  St..  N.  Y.  City. 

Koch,  Otto  .1.,  .Adv.  Agency  (Inc.),  Uni¬ 
versity  Bldg.,  Milwaukee,  Wls. 

Kollock,  Edward  D.,  201  Devonshire  St, 
Boston,  Mass. 

L 

Lawyers’  .Adv.  Co.  (Inc.),  95  Liberty  St., 
N.  Y.  City. 

I>?ddy,  John  M.,  41  Park  Row,  N.  Y.  City. 

I.^,  L.  K.,  IHspatch  Bldg.,  St.  Paul,  Minn. 

I-esan,  H.  E.,  Adv.  Agency  (Inc.),  440 
Fourth  Ave.,  N.  Y.  City ;  Old  (Colony 
Bldg.,  Chicago,  lil. 

Levey,  H.  H.,  Marbiidge  Bldg.,  N.  Y.  City. 

Levin  A  Bradt  Adv.  Agency,  1269  Broad¬ 
way,  N.  Y".  City. 

L«wls  Agency  (Inc.),  District  National 
Bank  Bldg.,  Washington,  D.  C. 

Lord  A  Thomas '(Inc.),  Mailers  Bldg.,  Chi¬ 
cago,  Ill.;  341  Fifth  Ave.,  N.  Y.  City. 

Ix»yd,  Sam,  Adv.  Agency,  246  Felton  St., 
Brooklyn.  N.  Y. 

Lyddon  A  Hanford  Co.  (Inc.),  Cutler  Bldg., 
Rochester,  N.  Y. ;  200  Fifth  Ave.,  N.  Y. 
City. 

M 

McAtamney,  Hugh  Co.,  W<»Iworth  Bldg., 
N.  Y.  City. 

McCann,  H.  K.,  Co.  (Inc.),  61  Broadway, 
N.  Y.  City. 

McGuckln,  Eugene,  Co.,  105  No.  13th  St, 
Phlladeiphia,  Pa. 

McJunkln,  Wm.  D.,  Adv.  Agency  (Inc.),  35 
So.  Dearborn  St,  Chicago,  Ill. 

McKim,  A.,  Ltd.,  I>ake  of  the  Woods  Bldg., 
Montreal,  Can. 

McMullen,  Roht.  M.,  Co.  (Inc.),  Cambridge 
Bldg.,  N.  Y.  Clt.v. 

Maelay  A  Mullally  Bros.,  60  Broadway, 
N.  Y.  City. 

MacManus  Co.  (Inc.),  Detroit  Journal 
Bldg.,  Detroit,  Mich. 

MacMartin  Adv,  Co.,  Security  Bank  Bldg., 
Minneapolis,  Minn. 

Macpherson-McCurdy.  Ltd.  (Inc.),  Bell 
Block,  Winnipeg,  (ian. 

Mahin  Adv.  Co.  (Inc.),  104  S.  Michigan 
Ave.,  Chicago,  HI.,  30  E.  42nd  St.,  N.  Y. 
City. 

Mallory,  Mitchell  A  Faust  (Inc.),  Security 
Bldg.,  Chicago,  Ill. 

Marsh,  Edwara  H.,  Adv.  Agency,  Besse 
Bldg.,  Springfield,  Mass. 

Massengale  Ate.  Agency  (Inc.),  Candler 
Bldg.,  Atlanta,  Ga. 

Mathews,  R.  A.,  Adv.  Corp.,  140  So.  Dear¬ 
born  St,  Chicago,  III. 

Matos-Menz  Adv.  Co.  (Inc.),  Bulletin  Bldg., 
Philadelphia,  Pa. ;  Tribune  Bldg.,  N.  Y. 
aty. 

Metropolitan  Adv.  Co.  (Inc.),  6  Wall  St, 
N.  Y.  City, 

Mitchell,  Geo.  L.,  A  Staff  (Inc.),  421  Chest¬ 
nut  St,  Philadelphia.  Pa. 

.Moffett- Lynch  Adv.  Co.  (Inc.),  Munsey 
Bldg.,  Baltimore. 

Morgan,  J.  W.,  Adv.  Agency,  44  E.  23d  St., 
N.  Y.  City. 

Morris,  Herbert  M.,  Adv.  Agency,  400  Chest¬ 
nut  St,  Philadelphia,  Pa. 

Morse  Adv,  Agency,  35  Milwaukee  Ave.  W., 
Detroit.  Mich. 

Morse  International  Agency  (Inc.),  Dodd- 
kjead  Bldg.,  N.  Y.  City. 

Moses  Adv.  St'rvice,  Munsey  Bldg.,  Balti¬ 
more,  Md. 

MossChase  Co.  (Inc.),  110  Franklin  St., 
Buffalo.  N.  Y". 

Muller,  .1.  P.,  A  Co.  (Inc.),  220  West  42d 
St.,  N.  Y.  City. 

Miimm-Romer  Co.  (Inc.),  Spahr  Bldg.,  Co¬ 
lumbus,  O. 

Murray  Hill  Adv.  Agency,  200  BS.  23d  St, 
N  Y.  City. 


Murray,  John  F.,  Adv.  Agency  (Inc.),  1? 

•  Battery  Place,  N.  Y.  City. 

N 

Newltt  Adv.  Agency  (Inc.),  Hollingsworth 
Bldg.,  Los  Angeles,  Cal. 

Nicholas-FInn  Adv,  Co.  (Inc.),  222  South 
State  St,  (Rilcago,  Ill.;  71  W.  23d  St 
N.  Y.  City. 

Nolley  Adv.  Agency  (Inc.).  Light,  Ix>mbard 
and  Balderston  Sts.,  Baltimore,  Md. : 
1328  Broadway,  N.  Y.  City. 

Norrls-Patterson,  Ltd.,  Mall  Bldg.,  Toronto 
Can.  ’ 

Northwestern  Adv,  Agency,  Essex  Bldg.,  St 
Paul,  Minn. 

O 

O’Keefe,  P.  F.,  Adv.  Agency,  43  Tremont  St, 
Boston,  Mass. 

O'Malley  Adv.  A  Selling  Co.,  Old  South 
Bldg.,  Boston,  Mass. 

O’Shaughnessy  Adv.  Co.  (Inc.),  Westmin¬ 
ster  Bldg.,  Chicago,  III 

Oman  A  Smith  «Inc.),  Bulletin  Bldg.,  Phil¬ 
adelphia,  Pa. :  C^penhelmer  Adv.  Agency. 
Fort  Smith,  Ark. 

Oppenhclmcr  Adv.  Agency,  Fort  Smith,  Ark. 


Palmer  Adv.  Service,  Butte,  Mont. 

Pearsall,  W.  Montague,  203  Broadway,  N.  Y. 

Philadelphia  News  Bureau,  432  Sansom  St., 
Philadelphia,  Pa. 

Picard  A  Co.,  Inc.,  286  Fifth  Ave.,  N.  Y. 
City. 

Plattner,  M.,  93  Nassau  St..  N.  Y.  City. 

I’omeroy  Advertising,  Brunswick  Bldg., 
N.  Y.  City. 

Potts-TurnbuII  Adv.  Co.  (Inc.),  Gloyd  Bldg., 
Kansas  City,  Mo. 

Powers,  John  (J.,  Co.  (Inc.),  11  W.  25th  St. 
N.  Y.  City. 

Pownlng,  Cleo.  G.,  A  Son  (Inc.),  New 
Haven,  Conn. 

Presbrey,  Frank,  Co.  (Inc.),  456  Fourth 
Ave.,  N.  Y.  City. 

Procter  A  Collier  Co.  (Inc.),  Commercial 
Tribune  Bldg..  Cincinnati,  O. ;  16  E.  33d 
St.,  N.  Y.  Clt.v. 

R 

Read-Miller  Co.  (Inc.),  102^  So.  Broad¬ 
way,  Los  Angeles,  (?al. 

Reardon  Adv.  Co.  (Inc.),  Quincy  Bldg., 
Denver,  Colo. 

Remington,  E.  P.,  Agency,  1280  Main  St, 
Buffalo,  N.  Y. 

Richards,  Jos.  A.,  A  Staff  (Inc.),  9  E.  40tb 
St.,  N.  Y.  City. 

Roberts  A  MacAvlnche,  30  No.  Dearborn 
St.,  Chicago,  III. 

Rose,  Irwin  Jordan,  39  W.  32d  St,  N.  Y. 
City. 

Rowland  Adv.  Agency  (Inc.),  1790  Broad¬ 
way,  N.  Y.  City. 

Rowlatt,  F.,  Albany ;  26-28  Adelaide  St, 
West,  Toronto,  Can. 

Ruland,  O.  W.,  70  3th  Ave.,  N.  Y.  City. 

Ruthrauff  A  Ryan,  450  Fourth  Ave.,  N.  Y. 
City. 

S 

St.  Clair,  Wm.  Q.,  Co.,  Witherspoon  Bldg., 
Philadelphia,  Pa. 

St.  Paul  Adv.  Co.,  St.  Paul,  Minn. 

Sandlass,  L.  A.,  7  Clay  St,  Baltimore,  Md. 

Savage,  Geo.  M.,  Adv,  Agency,  Newberry 
Bldg.,  Detroit,  Mich. 

Scheck,  Adv.  Agency,  9  Clinton  St,  Newark, 
N.  J. 

Seaman,  Frank  (Inc.),  116  W.  32d  St,  N.  Y. 
City. 

Seeds,  Russel  M.,  Co.  (Inc.),  Central  Union 
Telephone  Bldg.,  Indianapolis,  Ind. 

Sehe  Adv,  Agency,  City  Hall  Square  Bldg., 
Chicago,  Ill. 

Shaffer,  J,  Albert,  Star  Bldg.,  Washington, 
D.  C. 

Sharpe,  W.  W.,  A  Co.  (Inc.),  99  Nassau  St, 
N.  Y.  City. 

Shaughnessy,  M.  J.,  A  Co.,  Temple  Court, 
N.  Y.  City. 

Shaw  Adv.  Co.,  Transportation  Bldg.,  Chi¬ 
cago,  HI. 

Sherman  A  Bryan  (Inc.),  79  Fifth  Ave^ 
N.  Y.  City. 

Sherwood,  B.  R.,  367  Fulton  St,  Brooklyn, 
N.  Y. 

Shumway,  Franklin  P.,  Co.  (Inc.),  373 
Washington  St,  Boston,  Mass. 

SIdener-Van  Riper  Adv.  Co.  (Inc.),  Mer¬ 
chants  Bank  Bldg.,  Indianapolis,  Ind. 

Siegfried  Co.  (Inc.),  50  Church  St.,  N.  Y. 
City. 

Simpson,  Showalter  A  Barker  (Inc.),  Van- 
dergrift  Bldg.,  Pittsburgh,  Pa. 

Singleton,  J,  F.,  Co.,  Clt^ens  Bldg.,  Cleve¬ 
land,  O 

Smith,  C.,  Brewer,  Adv.  Agency,  85  Devon¬ 
shire  St,  Boston,  Mass. 

Smith,  E.,  Everett,  Adv,  Agency,  Mutual 
life  Bldg.,  Philadelphia.  Pa. 

Snitzler  Adv.  Co.  (Inc.),  Hearst  Bldg.,  Chi¬ 
cago,  111. 

Sommer,  Fred.  N.,  810  Broad  St,  Newark, 
N.  J. 

Spafford  Adv.  Agency,  John  Hancock  Bldg., 
Boston,  Mass. 

Sparrow  Adv,  Agency,  American  Trust 
Bldg.,  Birmingham.  Ala. 

Stack  Adv.  Agency  (Inc.),  Heyworth  Bldg., 
Chicago,  HI. 

Standish,  G.  S..  Adv.  Agency,  I.«pham  Bldg., 
Providence,  R.  I. 

Sternberg,  H,  Sumner,  Co.,  Inc.,  381  Fourth 
Ave.,  N.  Y.  City. 

Stevens,  Hermon  W.,  Agency,  Globe  Bldg., 
Boston,  Mass. 

Stewart-Davls  Adv.  Agency,  Kesner  Bldg., 
Chicago.  III. 

Stiles,  William  A.,  Adv..  Agency,  123  W. 
Madison  St.,  Chicago,  III. 

Stockman,  A.  M.,  Adv.  Agency,  20  Vesey 
St..  N.  Y’.  Clt.v. 

Storm,  J.  P.,  35  W.  39th  St,  N.  Y.  City. 

Strang  A  Prosser  Adv.  Agency,  Alaska 
Bldg.,  Seattle,  Wash. 

Street  A  Finney  (Inc.),  171  Madison  Ave., 
N.  Y,  City. 

{Continued  on  page  1042.) 


THE  EDITOR  AND  PUBLISHER  AND  JOURNALIST. 


AD  FIELD  PERSONALS.  ,  f 

lu'ity  maiiHf'er  of  the 
H.  L.  Whittemore,  manaf>er  of  the  lamf  Cement  ComiMiiiy 
shoe  department  of  the  O’Sullivan  Rub-  ters  in  tliicajto,  HI.  ' 
ber  Heel  Oompany,  of  New  York  City,  connected 
haa  been  appointed  advertising  manager  the  t‘om| 
of  the  Autocar  Company,  of  Ardmore, 

Frederick  K.  Keylxdd,  of  the  Philadel¬ 
phia  North  American, 
inaunginK  etlitor  of  the  \Yiliningtun  (Del.) 
Every  Evening. 


Hall  has  been  elected  pub-  numl)er  of  well  known  newspaper  men 
Universal  Port-  will  be*  the  speakers, 
with  lieaihpiar-  The  Haltiniore  Advertising  Club  held  a 
Mr.  Hall  has  l)een  large  and  enthusiastic  meeting  last  week  JOHN  M.  BRANHAM  CO. 
with  the  sales  department  of  on  the  roof  garden  of  the  Emerson  Hotel  ”  •  .  r..  j 

ipany  for  the  past  six  years.  in  connection  with  their  campaign  to  ob¬ 
tain  a  thousand  new  members.  Mayor 
Preston  and  Col.  .1.  \V.  Hook  addressed 
,  ,  .  the  gathering  and  the  preformers  at  the 

has  la>en  made  „i,,,:o.lrome  and  the  memlH«rs  of  the 
Almrn  Opera  Company  furnished  some 
fine  entertainment. 

The  Western  Advertising  Golfers’  As¬ 
sociation,  of  (liicago,  is  planning  a 
monthly  series  of  one-day  golf  tourna¬ 
ments  to  Ik‘  held  throughout  the  sum¬ 
mer  and  fall.  The  first  one  will  Ik*  staged 
of  the  United  this  month. 


Pablisher  t  Representative 


Francis  1).  Hownian,  advertising  man¬ 
ager  of  the  Carborundum  Company, 
Niagara  Falls,  N,  Y.,  addressed  the  mem- 
liers  of  the  Hen  Franklin  Club  of  Cleve¬ 
land,  Ohio,  at  the  closing  meeting  and 
haiiquet  of  the  season,  on  April  27. 


BUDD,  THE  JOHN,  COMPANY, 
Burnll  Bldg.,  N.  Y.;  Tribune  Bldg. 
Chic.;  Chemical  Bldg.,  St.  Louis. 


George  Crittenden,  formerly  advertis¬ 
ing  manager  of  the  Krit  Motor  Car  Com- 
])any,  of  Detroit,  Mich.,  has  l»ecome  head 
of  the  sales  promotion  department  of  the 
Regal  Auto  Company  of  that  city. 


CONE,  LORENZEN  &  WOOD 
MAN, 

Brunswick  Bldg.,  N.  Y.;  Advtg.  Bldg. 
Chic.;  Gumbel  Bldg.,  Kansas  City. 


Bradfield  to  King  Motor  Co. 

II.  C.  Bradfield.  of  Indianapolis,  Ind., 
formerly  advertising  manager  of  the  Cole 
Motor  t^r  Co.,  has  joined  the  organiza¬ 
tion  of  the  King  Motor  Car  Co.  of  De¬ 
troit,  Mich. 

Mr.  Bradfield  is  an  eiithusiastk'  advo¬ 
cate  of  newspaper  advertising  for  auto¬ 
mobiles,  and  will  no  doubt  pro<luce  some 
big  business  in  his  new  connection. 


H.  H.  Dort,  formerly  maiiager  of  for¬ 
eign  advertising  for  the  Albany  (N.  Y.) 
Knickerbocker  Press,  has  Imh’ii  appoint¬ 
ed  advertising  manager  of  the  Dort  Mo¬ 
tor  Company  of  Flint,  Mich. 


Alfred  0.  Dunk  has  l)een  appointed  ad¬ 
vertising  manager  of  the  Puritan  Ma¬ 
chine  Company  of  Detroit,  Mich. 


DE  CLERQUE,  HENRY, 

Chicago  Office,  5  S.  Wabash  Ave. 
New  York  Office,  1  W.  34th  St. 


Herbert  R.  Hyman,  former  publicity 
director  of  the  Bobbs-Merrill  Company, 
has  been  appointed  advertising  super¬ 
visor  of  the  Cole  Motor  Car  Company  of 
Indianapolis,  Ind. 


GLASS,  JOHN, 

1156-1164  Peoples  Gas  Bldg.,  Chicago. 


H.  W.  Sebl,  formerly  associated  with 
Stanley  Clagiie  in  the  a<lvertising  busi¬ 
ness  in  Chicago,  HI.,  has  opened  the  Sehl 
Advertising  Agency  in  that  city. 


KEATOR,  A.  R., 

601  Hartford  Bldg.,  Chicago,  IlL 
Tel.  Randolph  6065. 

171  Madison  Ave.,  New  York. 


M.  C.  Meigs,  former  advertising  man¬ 
ager  of  the  J.  I.  Case  Threshing  Ma¬ 
chine  Company,  is  now  a  member  of  the 
sales  force  of  I^ord  &  Thomas,  Chicago, 


De  Forrest  Porter,  for  many  years  en¬ 
gaged  in  advertising  work  in  Hutfalo, 
N.  Y.,  has  opened  an  agency  of  his  own 
in  that  city.  Mr.  Porter  is  just  con¬ 
cluding  a  successful  term  as  president  of 
the  BufTalo  Ad  Club. 


.1.  P.  Rc<-k,  publicity  manager  of  the 
Universal  Portland  Cement  Company,  of 
Chicago,  has  resigned.  He  is  succeeded 
by  Roliert  F.  Hall,  who  for  several  years 
has  been  c'onnected  with  the  sales  de¬ 
partment  of  the  Universal  Company.  Mr. 
Heck  has  been  with  the  company  for 
eight  years. 


NEW  AD  INCORPORATIONS. 

Dovkii,  Dkl. — Attraction  Advertising 
Company:  F*.  R.  Hansell.  Phil¬ 

adelphia,  and  George  II.  K.  Martin  and 
S.  C.  Seymour,  Camden,  N.  ,T. 

Ci.EVKi.ANi),  O. — The  Popular  Products 
Profit-Sharing  Company  ;  .lo- 

seph  II.  Dyer,  A.  C.  .\rmstrong.  ,1.  H. 
Merrian.  L.  E.  .Tones.  W.  D.  (Jardner. 
William  G.  Rippey,  W.  II.  Redwine. 

New  Yoiik,  N.  Y. — Van  Benschoten 
.■\dvertising  .Vgency ;  $l.’i.000.  F.  R.  and 
J.  C.  Van  Benschoten,  Syracuse,  N.  Y. 


Huntsman  Moves  Up. 

R.  F.  K.  Iluutsman  is  getting  up  in 
New  York  business  circles.  His  latest 
move  is  to  a  suite  of  offices  on  the  -IRth 
floor  of  the  Woolworth  Tower.  He  has 
taken  the  Manhattan  office  of  the  Brook¬ 
lyn  Standard  Union  with  him. 


W.  E.  Reynolds,  advertising  manager 
of  the  Lindell  Dry  (Joods  Company,  St. 
lyouis.  writes:  “I  appreciate  much  the 
circulation  statements  published  in  cur¬ 
rent  issue.  Fine !” 


O’FLAHERTY’S  N.  Y.  SUBURB. 
LIST, 

22  North  William  St.,  New  York. 
Tel.  Beekman  3636. 


PUBUSHER’S  NOTICE. 

Siitmcriptlon;  Two  Dollars  a  .rear  In  the 
t’liltwl  StatOH  and  Colonial  I’osaossions,  a 

.vear  in  Canada  and  $.1.00  forelRn. 

It  Is  suggested  that  the  pnldiration  ahonld 
If  iimile<l  to  the  home  addnss  to  Insure  prompt 
delivery. 

Tlie  Editor  and  Piihllsher  page  contains  672 
agate  lir.ea,  168  on  four. 

The  ooliiinns  are  13  pleas. 

.\dvertislng  Rates:  Transient  Display,  2!ic. 
an  agate  line. 

Itl-eral  diseonnts  are  allowed  on  either  time 
<a-  siaiee  contraots. 

Small  ailvertisenients  under  proper  elassIHea- 
tion  will  lie  eliarged  as  follows:  For  Sale  and 
Help  Wanted,  fifteen  cents  a  tine;  Business  Op- 
IHirtiinity  and  Mlaeellaneons,  twenty-five  rents 
a  line,  and  SitiiatUms  Wanted,  ten  renta  a  line, 
eoiiiil  six  words  to  the  line. 

Tile  Editor  and  Pnhllsher  can  be  found  on 
sale  each  w<-ek  at  the  following  news-stnds: 

New  York — World  Building.  Trlhune  Bnlld- 
ing.  Park  Row  Building.  l-tO  Nassau  atreet. 
Manning's  (opiioslte  the  World  Building).  33 
I’lii'k  Bow:  TTie  Wiadworth  Bnilding,  Times 
llnihling.  Forty-sei-ond  Street  and  Broadway,  at 
laseiiient  entraiK-e  to  Subway:  Brentano’s  Book 
Store.  Twenty -sixth  Street  and  Fifth  Avenue 
and  Mark's,  «i>posite  Maey's  on  TTiIrty-fourth 
Street. 

Philadelphia— I,.  G.  Kan,  7th  and  Chestnut 
Slrei'ts. 

Pittsburgh — Davis  Book  Shop,  -116  Wood 
Street. 

Washington.  D.  C. — Bert  E.  Trenls,  .Ml  Four¬ 
teenth  Street,  N.  W. 

Chicago — Poat  Office  News  Co..  Monroe  Street. 

Cleveland— Seliroeder'a  News  Store,  Superior 
Street,  opiiosite  Post  Offlif. 

Detroit — Solomon  News  Co.,  60  Darned  Street, 
W. 

Sun  Frnnelse-o — U.  J.  Bldwell  Co..  742  Market 
Street. 


PAYNE,  G.  LOGAN,  CO., 

747-8  Marquette  Bldg.,  Chicago;  200 
Fifth  Ave.,  New  York;  40  Brom- 
field  St.,  Boston. 


II.  E.  Dcnegar  has  resigned  his  posi¬ 
tion  as  imhlicity  and  convention  director 
of  Asbnry  Park.  N.  .1.,  where  he  has 
served  the  municipal  authorities  the  past 
nine  years.  He  has  organized  a  pnb- 
lieily  and  tourist  bureau  for  the  .lersey 
coast  resorts  and  will  have  headquarters 
in  New  York. 


LIVE  AD  CLUB  NEWS. 

The  Advertising  Club,  of  St.  Louis, 
Mo.,  is  organizing  a  baseball  team  from 
its  seven  hundred  members,  each  of 
whom  will  lie  given  a  try-out.  The 
nine’s  principal  engagement  will  1m'  in 
Chicago  on  June  20,  when  it  will  play  the 
CTiicago  Advertising  Club’s  team. 

The  Association  of  National  Adver¬ 
tisers  afIMiated  with  the  Association  of 
Advertising  Clubs  of  the  World,  held  a 
tliree-day  session  at  the  Hotel  Statler,  in 
Cleveland,  Ohio,  beginning  April  28.  One 
C’laude  Alad,  formerly  of  New  York  liuiidreil  and  ten  representatives  of  iia- 
Americaii,  has  joined  the  advertising  tional  advertisers  were  in  attendance, 
staff  of  the  New  York  Press.  A  code  of  principles  to  govern  the 

-  stand  of  the  Fort  Worth  (Texas)  Ad 

C'harles  J.  Brill.  sjHirting  writer  on  Men’s  Club  on  all  advertising  schemes  is 
the  Oklahoman,  Oklahoma  City,  has  re-  being  prepared  by  a  special  club  commit- 
signed  to  lieeome  associated  with  Jess  tee.  This  aetion  is  being  taken  ns  a 
Willard  as  publicity  agent.  means  of  protecting  the  Fort  Worth  mer¬ 

chants  from  fake  aiivertising  schemes. 

The'  Youngstown  (Ohio)  .-Vdvertising 
Club  has  selected  May  18  as  the  date  for 
bolding  their  first  Press  night.  A  ban¬ 
quet  will  lie  given  at  which  representa¬ 
tives  of  all  civic  orgaiiizatioiH  and  a 


VERREE  &  CONKLIN,  INC., 
225  Fifth  Ave.,  New  York. 
Tel.  Madison  Sq.  962. 


Frank  M.  Eldridge,  who  has  had  con¬ 
siderable  ex]icrience  in  agency  work,  has 
licen  ap|M)inted  advertising  manager  of 
the  Puritan  Machine  Company,  New 
York. 


WARD,  ROBERT  E., 
Brunswick  Bldg.,  New  York. 
Advertising  Bldg.,  Chicago. 


Advertising  Agents 


AMERICAN  SPORTS  PUB.  CO, 
21  Warren  St,  New  York. 
Tel.  Barclay  7095. 


COLLIN  ARMSTRONG,  INC., 
Advertising  &  Sales  Service, 
115  Broadway,  New  York. 


R.  .7.  Sylvia,  who  has  been  connectwl 
with  the  New  Y’ork  office  of  the  Philadel¬ 
phia  (Pa.)  Press  since  Novemlier,  1912, 
has  resigned  to  accejit  a  position  on  the 
Boston  Globe  advertising  staff.  Boston 
is  Mr.  Sylvia’s  old  home,  and  he  is  mak¬ 
ing  the  change  principally  on  that  ac¬ 
count. 


BRICKA,  GEORGE  W.,  Adv.  Agent, 
114-116  East  28th  St,  New  York. 
Tel  9101-9102  Mad.  Sq. 


A  PUBLICATION  ON  THE  NEWS  STAND 
SAVES  MANY  FROM  THE  JUNK  PILE 

-  EsiablUhed  1M2  - 

DUHAN  BROTHERS 


FRANK,  ALBERT  &  CO., 

26-28  Beaver  St..  New  York. 
Tel.  Broad  3831. 


E.  St.  Elmo  Lewis,  formerly  advertising 
manager  of  the  Burroughs  Adding  Ma¬ 
chine  Co.,  and  now  vice-jiresident  of  the 
Art  Metal  Construction  Co.  of  Jamestown, 
N.  Y.,  has  lieen  elected  president  of  the 
Board  of  Commerce  of  that  citv. 


HOWLAND,  H.  S.,  ADV.  AGENCY, 
INC., 

20  Broad  St,  New  York. 

Tel.  Rector  2573. 


WHOLESALE  DEALERS  IN 


Circulation 

Builders 

Bill 

Posting 

Advertising 

Display 

Perit^ical 

Promotion 


Distributing 

Specialists 

Daily 

Weekly 

Monthly 

Newspapers 

Periodicals 


Gleeson  Murphy,  for  the  last  few  years 
manager  of  the  Detroit  (Mich.)  branch 
of  the  H.  K.  McCann  Company  of  New 
^ork  City,  has  resigned,  and  is  now  as¬ 
sociated  with  Carl  S.  von  Poettgen,  of 
Detroit. 


NEWSPAPERS  AND 
PERIODICALS 

TRIBUNE  BUILDING 
New  York  City 


Marbridge  Bldg. 
Tel.  Greeley  1677-78. 


Alfred  0.  Dunk,  former  manager  of 
New  York  City  and  Denver,  Colo.,,  ad¬ 
vertising  agencies,  has  lieeii  engaged  as 
advertising  manager  of  the  Puritan  Ma¬ 
chine  Company,  of  Detroit,  Mich. 


THE  BEERS  ADV.  AGENCY, 
Latin-American  “Specialists.’' 
Main  Offices,  Havana,  Cuba. 
N.  Y.  Office,  Flatiron  Bldg. 


Telephone  3584  Beekman 
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CANADIAN  JOTTINGS. 


Newspaper  Scrap  at  Montreal — Russia 
Wants  War  Cartoons — Effect  of  War 
Taxes  on  Advertising— Campaigns  to 
Provide  Smokes  for  Soldiers — Several 
Libel  Suits  Brought  by  Postmaster 
General  Attract  Much  Attention. 

(Bpfrial  Corrttpondence.) 
Tuboisto,  May  2. — Montreal  newsjiai)er 
circles  are  exerciaed  at  present  oser  an 
altercation  in  which  the  Daily  Mail  and 
the  Herald-Telegraph  are  involved.  IVo 
directors  of  the  former  pai)er  sold  to  the 
Dominion  (Jovernment  certain  pro|)erty 
lying  near  the  Grand  Trunk  Station,  to 
be  used  as  a  sub-postal  station,  'fhe 
HeraW-Telegraph  published  articles  com¬ 
menting  on  the  transaction,  charging 
among  other  things,  that  an  excessive 
pru-e  had  been  paid  for  the  proi)erty. 
Last  Friday,  on  the  complaint  of  M.  E. 
Nicholls,  managing  director  of  the  I>aily 
Mail,  a  summons  was  issued,  calling  u|H>n 
11.  Gordon  Smith,  managing  editor,  and 
H.  H.  Ijeithead,  secretary-treasurer  of  the 
Herald  Publishing  Co.,  to  appear  before 
the  court  and  answer  a  charge  of 
<  riminal  libel.  The  court  also  granted  a 
Itetition  for  a  warrant  to  search  the 
llerald  premises  for  the  original  manu¬ 
scripts  of  the  alleged  libelous  articles. 

BUaSIA  WANTS  CXIPPIN08. 

A  somewhat  unique  order  was  rec€ive<t 
re<-ently  by  the  press  clipping  department 
of  the  Might  Directortes,  Ltd..  Toronto. 
The  Kussian  Governmeat  asked  for  clip¬ 
pings  of  all  j'artoons  which  have  appeared 
in  Canadian  new8pai)ers  bearing  on  the 
war.  Some  of  them  are  to  be  placed  on 
file  in  a  museum  in  Petrograd,  while 
others  are  to  be  reprodticed  in  Russian 
pa  Iters. 

IL  E.  Willmot,  for  several  years  rep¬ 
resentative  of  the  Toronto  Globe  in  the 
Press  Gallery  of  the  Ontario  Legislature, 
has  received  an  appointment  as  publicity 
agent  of  the  conservative  party  in  the 
province  with  a  nominal  itosition  on  the 
editorial  staff  of  the  Toronto  News. 

Canada’s  new  war  taxes  came  into 
effect  recently.  There  is  now  a  one-<-ent 
im|>ost  on  all  first-class  mail  matter,  to 
be  prepaid  by  a  special  stamp.  News¬ 
paper  publishers  anticipate. that  some  of 
the  money  which  went  heretofore  into  cir¬ 
culars  will  be  divert*^  into  the  advertis¬ 
ing  columns  of  the  press. 

J.  E.  Scott,  circulation  su|)erintendent 
of  the  Globe  and  a  member  of  the  staff 
for  2.')  years,  was  presented  with  a  sec¬ 
tional  bookcase  and  an  engraved  gold 
watch  on  leaving  to  accept  a  similar  posi¬ 
tion  with  Toronto  Saturday  Night. 

Following  the  example  of  the  Calgary 
Herald ;  the  Regina  Ijeader,  Montreal 
Gasette  and  Ottawa  Journal  have  started 
cigarette  and  tobacco  campaigns  for 
Canadian  soldiers  in  over-seas  service. 
Subscriptions  of  2.’>  cents  or  $1  are  asked 
for,  for  which  packages  containing  ci¬ 
garettes,  tobacco  and  matches  are  sent 
from  London,  freight  and  duty  free,  to 
the  troops  at  the  front.  The  names  of 
donors  are  published  in  the  papers  and 
they  have  the  privilege  of  enclosing  a 
card  with  eac^  package. 

POSTUASTEB  WANTS  DAMAGES. 

The  Montreal  Herald  and  Ijc  Soleil, 
of  Quebec,  are  being  sued  for  libel  by 
former  Postmaster-General  Pelletier  in 
connection  with  statements  made  relative 
to  the  purchase  of  property  near  the 
Bonaventnre  Station,  Montreal,  for  i)os- 
tal  purposes.  The  Herald  charged  that 
the  transaction  involved  a  conspiracy  to 
hold  up  the  government  for  a  much 
greater  sum  than  the  property  was  worth 
and  that  revelation  concerning  it  led  to 
the  resignation  of  a  federal  minister,  Mr. 
Pelletier’s  name  being  implied. 

Considerable  apprehension  is  being  felt 
at  the  moment  over  the  condition  of  W. 
M.  O’Beirne.  publisher  of  the  Stratford 
Beacon  and  president  of  the  Canadian 
Press  Association,  who  suffered  a  stroke 
of  paralysis  last  week.  The  seriousness 
of  the  case  may  be  judged  from  the  fact 
that  a  request  has  come  to  the  head  office 
of  the  association  that  some  one  should 
be  named  to  take  over  Mr.  O’Beirne’s 
duties  for  the  balance  of  his  term  and  a 


meeting  of  the  managing  board  has  been 
called  for  the  purpose. 

.\t  least  two  young  Canadian  news- 
pa|>ermen  lost  their  lives  last  week  in  the 
Rattle  of  Langemark,  in  which  the 
Canadian  division  was  engaged.  Lieut. 
.Toseph  .\dolph  Dansereau,  who  was  ad¬ 
jutant  of  the  48th  Highlanders  of  To¬ 
ronto  at  the  time  of  his  death,  was  a  son 
of  C.  Dansereau,  editor  of  Montreal 
La  Presse ;  Lieut.  Harvey  B.  McGuire 
was  a  son  of  B.  MetJuire,  editor  of  the 
Orangeville  Banner.  Both  were  talented 
young  journalists  and  very  popular. 

COEKESPONDENTS  RETURN. 

The  Canadian  war  correspondents  are 
straggling  home,  having  come  to  the  con¬ 
clusion  that  it  was  quite  useless  to  stay 
where  they  could  not  pick  up  even  a 
<‘rumb  of  news.  W.  Marchington,,  of  the 
Toronto  Globe ;  C.  Beresford  Topp,  of  the 
Mail  and  Empire,  and  J.  A.  Mcl>aren,  of 
the  World,  are  all  back  this  week. 


INDIANA  EDITORS  MEET. 


New  Organization  Formed  at  Two  Day- 
Conference  at  Stale  L’niversity. 

President  William  L.  Bryan,  of  Indiana 
I'niversity,  welcomed  over  one  hundred 
newspaper  men  from  all  parts  of  the 
State  at  the  opening  session  of  the  In- 
•iiaiia  Newspaper  Conference,  held  at  the 
University  of  Indiana,  at  Bloomington, 
on  .\pril  23.  Mrs.  M indwell  C.  Wilson, 
of  the  Carroll  County  Citizen.  responile<i. 

The  meetings  were  crowded  full  of 
discussions  of  technical  newspaper  prob¬ 
lems.  Richard  Waldo,  advertising  mana¬ 
ger  of  the  New  York  Tribune,  and  Don 
C.  Seitz,  of  the  New  York  World,  were 
unable  to  l>e  present,  but  their  papers 
on  “Putting  the  Newspaper  on  the  Adver¬ 
tising  Map”  and  “Making  Small  Papers 
Pay  Profits”  were  read.  Among  the 
siK-akers  who  addressed  the  conference 
were :  Claude  D.  MeVey,  Lebanon  Pio¬ 
neer,  on  “The  Country  Correspondence”  ; 
U.  II.  Smith,  of  Indiana  University,  on 
“A  Cost  System  for  the  Country  News¬ 
paper”  :  George  B.  I>ookwood,  Muncie 
National  Republican,  on  “The  Editorial 
Page,”  and  Julian  Hogate.  of  the  Dan¬ 
ville  Republican,  on  “Tbe  Obligation 
UlKin  the  Press.” 

The  Bloomington  Chamber  of  Com¬ 
merce  were  the  hosts  of  the  editors  at  a 
banquet  on  the  night  of  April  23.  San¬ 
ford  F.  Tetir,  president  of  the  Chaml>er 
of  Commerce,  was  toastmaster,  the  speak¬ 
ers  on  this-  occasion  being  Miss  Blanche 
C.  Foster,  president  of  the  Women’s 
Press  Club  of  Indiana ;  Charles  C.  Sefrit, 
Washington  Herald  ;  Congressman  Henry 
A.  Barnhart ;  J.  F.  Warfield.  I^adoga 
Ijeader,  president  Indiana  Associated 
Weeklies;  A.  W.  McKeard,  of  Indianapo¬ 
lis.  and  Oscar  II.  Cravens.  Bloomington 
World. 

A  preliminary  organization  of  what  is 
intended  to  W  a  permanent  non-political 
association  was  formed.  The  members  of 
this  organization  feel  that  a  great  deal  of 
time  is  wasted  at  editorial  association 
meetings  and  hope  to  establish  permanent 
headquarters  at  Indianapolis,  where  they 
may  seriously  discuss  real  newspaper 
problems.  The  officers  of  the  association 
are:  Charles  G.  Sefrit,  Washington 

Herald,  president :  Miss  Blanche  C.  Fos¬ 
ter,  vice-president ;  I^ew  G.  Ellingham. 
Decatur  Democrat,  secretary,  and  Mrs. 
Mindwell  C.  Wilson,  treasurer. 


Peekskill  Evening  News  Sold. 

Within  the  last  few  days  a  contract  has 
been  executed  by  which  the  ownership  of 
the  Peekskill  (N.  Y.)  Evening  News 
was  transferred  by  the  estate  of  -Ralph 
W.  Shertzinger  to  W.  H.  H.  MacKellar. 
of  Peekskill.  During  the  life  time  of  Mr. 
Shertzinger,  the  Evening  News  was  one 
of  the  most  important  small  dailies  of  the 
Hudson  Valley  and  under  the  ownership 
of  Mr.  MacKellar,  who  is  a  prominent 
business  man  of  Peekskill,  the  paper 
should  continue  its  prosperous  condition. 
Mr.  MacKellar  has  had  some  newspaper 
experience  on  the  Evening  News.  This 
transfer  was  effected  through  Harwell. 
Cannon  &  McCarthy,  newspaper  brokers. 
Times  Building,  New  York  City, 


BOSTON’S  ACTIVITIES. 


Travel  Coupons  Extensively  Advertised 

in  the  Daily  Newspapers — Pilgrims  to 

Visit  New  Haven  and  Put  on  a  Show 

— Women’s  Publicity  Club  Meets  A 

Few  Personals  .About  the  Live  Ones. 

(Special  Correspondence.) 

Boston,  May  5. — The  big  feature  in 
newspaper  advertising  during  the  past 
week. has  been  the  large  amount  of  space 
used  by  the  New  England  Trade  Travel 
Company  in  calling  the  attention  of  the 
women  of  New  England  to  their  “travel 
coupons.”  The  advertising  states  that 
the  company  “offers  a  mile  of  travel  for 
a  dollar  of  trade.”  The  idea  is  for 
women  to  patronize  certain  stores,  where 
coupons  may  be  obtained.  When  a  suf¬ 
ficient  number  of  these  coupons  have 
l)cen  collected  they  may  be  exclian^ed 
for  railroad,  steamboat  or  trolley  tickets. 
Wood,  Putnam  &  Wood  are  placing  this 
advertising. 

The  New  Haven  Publicity  Club  has 
invited  the  Pilgrim  Publicity  Association 
to  put  on  a  show  at  their  meeting  May 
19.  The  “show  crowd”  of  the  P.  P.  A. 
has  accepted  this  invitation  and  is  mak¬ 
ing  plans,  under  the  direction  of  Carroll 
Swan,  for  one  of  the  best  shows  ever 
staged  by  the  P.  P.  A.  The  members 
who  went  to  Springfield  recently  in  a 
special  car  to  attend  a  meeting  of  the 
Springfield  Publicity  Association  made 
a  gieat  hit  with  the  show  they  put  on. 

W.  Carroll  Hill,  who  has  been  doing 
the  publicity  work  for  the  Suffs,  has  re¬ 
signed.  The  position  is  now  being  filled 
by  William  McMasters,  who  has  written 
the  Gale  &  Kent  tailoring  advertising 
for  years.  Mr.  Hill  is  now  doing  general 
publicity  work. 

The  Riker  Jaynes  Company  is  using 
hundreds  of  lines  of  space  in  the  Boston 
newspapers  on  a  spring  campaign. 

In  an  address  before  the  Women’s  Pub¬ 
licity"  Club  at  the  Thorndike  the  Rev. 
William  H.  Van  Allen  declared  that  there 
is  too  much  lying  in  business,  politics  and 
social  life.  Rev.  Van  Allen  was  speaking 
on  the  subject  of  “Truth.”  Mrs.  George 
B.  Gallup  presided  at  the  luncheon  and 
meeting.  Among  other  speakers  at  the 
luncheon  were  Mr.  Gallup,  newly  elected 
|)resident  of  the  P.  P.  A.;  Major  Patrick 
O’Keefe,  retiring  president,  and  William 
Woodhead  of  San  Francisco.  Mrs. 
Eleanor  H.  Porter  was  guest  of  honoc. 

The  reproach  that  Americans  regard 
the  truth  carelessly  Dr.  Van  Allen  attrib¬ 
uted  to  the  fact  that  American  humor, 
which  encourages  exaggeration  and  the 
use  of  the  hyperbole,  is  misunderstood 
by  otlier  nations  and  to  the  American 
habit  of  wishing  to  say  something  pleas¬ 
ing  at  the  sacrifice  of  our  real  feelings. 

Mr.  Woodhead  said,  among  other 
things,  that  every'  woman  is  a  born  ad¬ 
vertiser.  “Two-thirds  of  the  advertising 
written  by  men  could  be  just  as  well 
done  by  women  becaiise  it  is  advertising 
women’s  a])parel.  -  Truth  is  the  great 
business  principle  of  advertising,  and 
Mrs.  Consumer  holds  the  key  to  the 
situation.  When  she  insists  on  getting 
the  value  of  her  money  from  that  mo¬ 
ment  advertising  will  be  trtithful.” 

II.  F.  Brock,  city  editor  of  the  Post, 
recently  addressed  the  students  of  Harry 
B.  Centers’  class  in  journalism  at  Bos¬ 
ton  University.  Mr.  Brock  talked  for 
almut  an  hour  on  newspaper  work  as 
viewed  from  the  position  of  the  city 
desk. 

H.  Lyman  Armes,  of  the  Post,  ns  the 
restilt  of  his  success  in  developing  the 
“Build  Now”  campaign,  is  being 
swamped  with  various  kinds  of  offers  and 
propositions  from  all  kinds  of  trade  pub¬ 
lications  that  deal  with  the  various  rami¬ 
fications  of  the  building  trades.  He  has 
accepted  the  position  of  Boston  and  New 
England  representative  of  the  New  York 
Liimber  Trade  .Tournal. 

J.  D.  Doyle,  formerly  telegraph  editor 
of  the  Bakersfield  Californian,  Bakers¬ 
field,  Cal.,  has  recently  joined  the  Post 
staff  as  a  reporter.  Doyle  graduated 
from  Dartmouth  College  in  1912,  and  is 
a  New  England  man,  but  has  been  in  the 
newspaper  business  in  California  ever 
since  that  time.  Rot  Atkinson. 


NATIOiNAL  ADVERTISERS 

(Continued  from  page  1020.) 

George  S.  Parker,  O.  C.  Harn,  S.  Roland 
Hall  and  Wm.  H.  Ingersoll. 

RESOLUTION  ON  AGENCY  RELATIONS. 

At  the  afternoon  session  on  Friday, 
the  E.xecutive  Committee  presented  a  re¬ 
port  showing  the  progress  that  had  been 
made  with  respect  to  agency  relations. 
Expressions  were  taken  from  members 
present  on  various  matters  connected 
with  the  service  and  methods  of  payment 
of  advertising  agencies.  The  association 
unanimously  passed  the  following  resolu¬ 
tion; 

“Whereas,  This  Association  has  taken  a 
position  adverse  to  the  prevailing  advertis¬ 
ing  agency  system, 

“And  whereas,  while  there  has  been  since 
our  last  declaration  a  commendable  effort 
upon  the  part  of  some  publishers  and  of 
some  agencies  to  better  conditions,  never¬ 
theless  none  of  the  steps  so  far  taken  reach 
to  the  root  of  the  objection, 

“Be  it  therefore  resolved,  That  we  re- 
aflirm  our  conviction  that  some  change 
should  be  made  so  that  the  compeimtlon 
for  the  agency  service  may  be  fitted  to  the 
amount  and  quality  of  the  service  rendered 
and  may  be  a  matter  of  agreement  between 
the  agent  and  the  advertiser  rather  than 
between  the  publisher  and  the  agent.” 

A  very  interesting  address  on  “Cblor 
in  Relation  to  Advertising”  was  made  by 
Arthur  F.  Allen,  of  New  York  City,  wliich 
was  illustrated  by  scientific  demonstra¬ 
tions  of  relative  color  values,  the  deter¬ 
mination  of  colors  to  an  exact  degree, 
etc. 

Wednesday,  Thursday  and  IViday, 
Round  Table  IMscussions  on  a  great  many 
questions  and  problems  of  particular  iii 
terest  to  individual  members  present 
were  held  during  the  three  days’  meeting. 

A  resolution  was  also  passed  extend¬ 
ing  to  the  members  of  the  Cleveland  Ad¬ 
vertising  Club  and  Tim  Thrift,  chairman 
of  the  Cleveland  Programme  Committee, 
its  most  cordial  appreciation  and  thanks 
for  the  excellent  arrangements  for  the 
success  of  the  meeting  and  the  splendid 
entertainment  it  had  received  at  their 
hands. 

Invitations  to  hold  the  next  meeting  of 
the  association  in  their  cities  were  re¬ 
ceived  from  the  Merchants’  Association 
of  New  York,  the  mayor  of  Bufl’alo,  the 
Buffalo  Chamber  of  Commerce,  the 
Greater  Dayton  Association,  the  Cincin¬ 
nati  Board  of  Trade,  and  numerous  other 
organizations. 


SIX  POINT  LEAGUE  LUNCHEON. 


Major  O’Keefe  of  Boston  Tells  of  a  Big 
Advertising  Market. 

The  Six  Point  League  luncheon  at  the 
Martinique  Hotel  last  Tuesday  was  ad¬ 
dressed  by  Major  Patrick  F.  O’Keefe,  of 
Boston,  Mass.,  past  president  of  the  Pil¬ 
grim  Publicity  Association,  who  took  oc¬ 
casion  to  bring  to  the  attention  of  his 
hearers  the  truly  wonderful  possibilities 
of  New  England  as  a  fertile  field  for  the 
cultivation  of  advertising. 

He  gave  some  startling  statistical 
data,  showing,  for  instance,  that  New 
England  is  one-fiftieth  the  area  of  the 
United  States;  that  it  has  one-four¬ 
teenth  of  the  population  and  produces 
one-seventh  of  the  manufactured  prod¬ 
ucts.  One-half  of  the  textile  mills  of  the 
country  are  in  New  England;  30  per 
cent,  of  the  cotton  goods,  one-third  of 
the  woolen  goods  and  two-thirds  of  the 
shoes  of  the  country  are  produced  in 
New  England  and  other  manufacturing 
industries  proportionately. 

He  pointed  out  that  the  present  gen¬ 
eration  of  New  England  business  men 
are  breaking  away  from  precedent  and 
are  relying  more  and  more  upon  up-to- 
date  advertising  methods  rather  than 
tradition  to  create  new  business. 

Dan  A.  Carroll  was  appointed  to  repre¬ 
sent  the  Six  Point  I>eague  on  the  board 
of  the  Bureau  of  Advertising  of  the 
A.  N.  P.  A. 

I»uis  Gilman  was  appointed  chairman 
of  a  committee  compos<M  of  W.  C.  Bates. 
E.  S.  Cone,  W.  G.  Carpenter  and  S.  C. 
Stevens  appointed  to  investigate  and  re¬ 
port  on  the  premium  evil  and  its  prob¬ 
able  effect  on  newspaper  advertising. 
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live  topics  discussed  by  our  readers 

[Under  tills  oaptloii  we  will  print  each  week  Icttom  from  our  readers  on  subjeeta  of 
Interest  conneeted  with  newspaper  publlsbliiK  and  advertising.  Any  piiblisber  who  de¬ 
sires  help  in  the  solution  of  his  problems,  or  who  luis  pronouneed  views  on  any  subject 
connected  with  the  business.  Is  Invited  to  ismtrlbute  to  this  column.  We  are  confldent 
that  such  a  column  can  lie  made  of  great  value  thrmigb  the  co.oi>eratlon  of  our 
readers. — Ed.  1 


What  a  Line  of  Type  Costs 
Newark,  Ohio,  Uaii.y  Advocate, 

April  19,  1915. 
Tub  Editor  and  1’i:blisiikr. 

I  have  read  with  Interest  the  article  of 
Mr.  Bartlett  on  the  "t'ost  of  a  Line  of 
Tvm”  and  the  comments  of  other  publishers. 

I  am  a  member  of  tbe  Columbus  Ben 
Franklin  Club,  and  1  bave  always  con¬ 
sidered  the  publishing  of  a  newspaper  In 
the  same  light  I  would  If  you  brought  me 
an  order  for  1,000  envelopes  or  1,000 
booklets. 

If  you  treat  the  newsiiaper  the  same  as 
vou  do  Job  work  (and  I  can  see  no  reason 
why  you  should  not)  then  the  total  cost, 
less  the  receipts  from  your  subscription, 
must  give  you  the  net  cost  of  the  white 
space.  For  example ; 

Supposing  It  costs  you  $100  a  day  to 
print  1,000  copies  of  an  eight-page  paper 
all  news  matter,  no  advertising.  You 
would  have  a  cost  of  $2,600  for  26  Issues, 
*r  one  month.  Vou  would  have  to  charge 
your  subscribers  $2.60  per  month  If  you  had 
1,000  subscribers  In  order  to  meet  the 
actual  costs  of  printing. 

Now  you  find  that  you  can  sell  space  In 
your  paper  up  to,  say,  40  per  cent,  of  your 
space.  You  know  It  Is  Impossible  to  sell 
the  1,000  copies  to  subscribers  at  $2.60  to 
meet  your  expenses,  so  you  decide  on  making 
the  price  say  60  cents  a  month.  You  will 
now  have  an  Income  of  $500  from  your 
circulation. 

It  costs  you  $2,600  to  produce  the  paper ; 
you  get  $500  from  suhscrlbers ;  this  leaves 
you  $2,100  net  cost.  Now  go  a  step 
further.  YoO  have  In  an  eight-page  paper 
each  page  containing  140  Inches  or  a  total 
of  1,120  inches  each  Issue  and  for  26  issues 
29,120  Inches  you  All  with  news  matter  or 
advertising.  It  Is  considered  best  to  carry 
about  40  per  cent,  advertising  and  60  per 
cent.  news.  Forty  per  cent  of  29,120  inches 
equals  11,648  Inches  you  can  carry  In 
advertising  during  the  month. 

We  found  above  that  It  cost  us  $2,100  to 
produce  the  1,000  copies  after  selling  the 
1,000  copies  to  subscribers  at  60  cents  a 
month.  This  will  give  us  a  net  cost  of 
approximately  18  cents  an  inch  in  order  to 
get  back  the  original  cost  of  printing. 

I  cannot  see  how  you  can  change  this 
especially  on  a  country  daily.  Circum¬ 
stances  may  alter  cases  in  large  metro¬ 
politan  dallies. 

I  have  no  data  to  give  exact  Ogures,  but 
I  expect  to  have,  since  in  the  shop  where  I 
am  employed  we  have  a  cost  system  es¬ 
tablished  In  the  Job  department  alone. 

I  find  the  great  trouble  with  country 
printers  Is  that  they  are  afraid  to  get  to¬ 
gether  and  talk  and  help  one  another  as 
other  business  men  do.  Most  printers  want 
to  get  together  and  establish  prices  Instead 
of  trying  to  help  each  other  solve  their 
problems.^  This  Is  gradually  being  changed 
by  the  organizations,  such  as  the  Ohio 
Printers’  Federation.  Ben  Franklin  Clubs, 
etc.  The  only  way  to  find  out  what  a  line 
of  type  costs  Is  to  adopt  a  cost  system  and 
run  it  for  a  couple  of  years  then  strike 
an  average.  Once  this  is  done  you  can 
then  speak  with  some  authority  as  to  what 
a  “Line  of  Type  Costs." 

W.  J.  Bowers. 


Wants  the  Ad  Men  Included 

Chicago,  April  18,  1915. 

The  Editor  and  Publisher  :  Knowing 
nothing  of  “the  primrose  path  of  higher  ad¬ 
vertising”  and  being  no  full-fledged  news¬ 
paper  roan,  my  efforts  In  both  fields  having 
h^®  of  a  desultory  character.  It  is  obvious 
th^  I  am  not  speaking  for  myself,  when 
urpng  the  care  taking  of  superannuated 
Indigent  ad  writers  In  connection  with 
the  Home  for  .Tournalists,  as  proposed  by 
John  Brlsben  Walker. 

When  I  was  in  New  York  I  broached  the 
matter  to  Mr.  Tom  Dreier  and  had  some 
wrrespondence  with  Mr.  S.  C.  Dobbs.  The 
latter,  the  quintessence  of  kindness,  seemed 
to  ^  of  the  opinion  that  admen  and  ad- 
wrltera,  too,  were  engaged  in  so  lucrative  a 
pursuit  that  they  hardly  ever  knew  a  period 
of  impecunloslty,  nor  are  they  likely  to 
hunger  wolf.  I  took  issue  with 
Mr.  Dobbs  at  the  time.  I  dissent  from  bis 
view  now. 

It  la  probable  that  you.  who  have  a  liv¬ 
ing  Interest  in  this  matter,  and  every  one 
of  your  readers,  would  consistently  support 
the  claim  of  an  adwriter,  who,  having 
ff®wn  old  In  the  service,  and  not  having 
laid  up  the  proverbial  nest  egg,  who  asked 
for  bed  and  bread  on  the  score  of  funda¬ 
mentally  faithful  service.  Just  as  readily  as 
you  would  those  of  the  Simon-pure  news 
writer. 

J^e  distinction  of  being  a  newspaper  man 
with  all  Its  halo  of  fame  and  glory  may  be 
m  part  compensation  for  tbe  labor,  but  it 
floes  not  stand  to  reason  that  newspaper 


men  are  drawing  less  wampum  than  ad- 
wrlters,  averaging  both  occupations.  I 
cannot  find  any  but  a  sentimental  reason 
why  newspaper  men  should  have  a  "Home” 
and  adwriters  not — except  that  adwrltlng 
is  commercialized,  while  news  reporting  is 
not,  tbe  latter  being  somewhat  of  a  myth, 
though  Francis  Ilackett  might  bold  that 
newspaper  men  are  less  mercenary  than  ad¬ 
writers.  I  believe.  It’s  nip  and  tuck  with 
the  odds  favoring  the  nip. 

If  the  home  is  to  be  a  defense  against 
the  bleak,  beggary  days  which  come  in  a 
large  degree  to  all  who  rely  on  the  pen  for 
a  livelihood,  then  by  immutable  first  prln- 
•ijiles  the  asylum  should  be  equally  for  all 
branches  of  tne  so-called  writing  profession. 

Hilton  Z.  Sonneborn. 

RENDERED  A  GRE.4T  SERVICE 

[The  following  are  some  of  the  recently 
received  expresrtons  of  appreciation  con¬ 
cerning  tbe  publication  in  these  columns  of 
the  government  statements  of  circulation 
and  ownership. — Ed.] 

O.  ir.  Ilolmcs,  of  the  Frances 
Holmes  Advertising  Agency,  Los  An¬ 
geles,  Cal. — “The  list  of  goveruiiient 
statements  of  all  daily  newspapers,  con¬ 
tained  in  this  issue  of  The  Editor  and 
ri.'HLiSHER,  should  be  of  very  g4'eat 
convenience  to  an  advertising  agency, 
and  we  shall  certainly  place  it  on  file 
for  future  reference. 

Richard  A.  Foley,  Advertising  Agency, 
Inc.,  Philadelphia,  Pa. — “This  was  a  very 
good  thing  for  you  to  do,  and  it  is  in¬ 
formation  which  should  prove  of  con¬ 
siderable  value  to  advertisers  and  adver¬ 
tising  agencies." 

If.  IF.  Doretnus,  of  the  Doremus  and 
Morse  Advertising  .Agency,  New  York. 
— “It  certainly  showed  a  great  deal  of 
eiiteriirise  on  the  part  of  The  Editor 
AM)  Publisher  to  get  this  mass  of  val¬ 
uable  information  together  for  the  ben¬ 
efit  of  those  interested.” 

F.  M.  Fugazzi,  of  the  E.  P.  Rem¬ 
ington  Agency,  Buffalo,  N-  Y. — “We 
were  very  much  pleased  to  secure  a 
coiiy  of  The  Editor  and  Publisher 
containing  the  statements  made  by  the 
various  newspaiiers  to  the  government. 
We  have  endeavored  by  direct  corre- 
siwndence  to  get  this  from  the  pub¬ 
lishers,  and  there  were  quite  a  number 
of  them  that  failed  to  respond.  We 
have  already  referred  to  this  quite  fre- 
([uently,  and  it  no  doubt  will  prove  val¬ 
uable  to  many  others  who  have  any¬ 
thing  to  do  with  the  selection  of  medi¬ 
ums,  for  the  purchasing  of  advertising 
space.” 

J.  C.  Benson,  the  Borland  Advertising 
.Agency,  Atlantic  City. — “We  consider 
your  publication  of  the  sworn  statements 
of  the  daily  newspapers  of  the  United 
States,  as  presented  %  your  publication, 
to  be  of  strong  value,  and  the  compact 
form  in  which  these  statements  appear 
make  a  ready  reference  and  a  useful 
one.  We  shall  keep  this  number  on  tile 
with  our  circulation  data  and  feel  that  it 
will  be  a  decided  time-saver.” 


Tricks  Played  on  the  Devil. 

F.  D.  Caruthers,  assistant  business 
manager  of  the  New  York  World,  tells 
this  story  of  his  “devil”  days  in  a  news¬ 
paper  office  in  Paris,  Ky. 

“One  of  the  stunts  was  to  send  the 
devil  from  the  Paris  Post  Office  to  the  In¬ 
telligencer  office,  now  consolidated  as 
the  Post-Intelligencer,  for  an  ‘artificial 
thin  space.’ 

“Each  office  used  to  ‘wet  down’  its 
pile  of  paper,*  before  printing  on  Wash¬ 
ington  hand  press.  A  lioard  was  put 
on  paper,  and  a  square  block  of  granite, 
weighing  about  ^  pounds,  would  be 
placed  on  the  board  as  a  weight. 

“This  granite  block  would  be  placed 
in  a  gunny  sack  and  the  ‘new  boy’’  would 
drag  it  across  the  public  square  from 
an  office  on  the  southeast  corner.  Of 
course,  work  stopped  in  both  offices  and 
the  windows  were  full  watching  the  boy 
drag  hie  load. 

“Some  one  of  us  always  had  to  see 
that  the  block  got  back  home.  The  new 
boy  would  mutiny. 

“As  some  comic  artist  has  said,  ‘Them 
was  the  happy  days.’  ” 


CHANGES  IN  INTEREST 

Kokomo,  Ind. — Frank  D.  Miller,  a 
local  business  man,  is  now  president  of 
the  company  owning  and  publishing  the 
Dispatch. 

Uichmond,  Va. — A.  R.  Holderby,  Jr., 
fur  the  past  ten  years  business  manager 
of  the  Evening  Journal,  has  disposed  of 
his  interest  in  the  paper  to  Col.  .4.  R. 
Williams,  of  this  city,  and  will  enter  the 
real  estate  busiue.ss  here. 

El  Paso,  Tex. — F.  Wyche  Greer,  gen¬ 
eral  manager  of  the  Times,  has  purchased 
that  paper  from  the  El  Paso  Times  Com¬ 
pany.  The  consideration  was  given  as 
$300, (XX). 

Dunkirk.  N.  Y. — C.  J.  Sprague,  pro¬ 
prietor  of  the  Jamestown  (N.  Y.)  Demo¬ 
cratic  Daily  ,  News  has  purchased  the 
Herald. 

.Toliet,  III. — The  Daily  News  has  sus¬ 
pended  publication  and  its  circulation 
and  assets  have  been  largely  taken  over 
by  the  Evening  Herald.  Congressman 
Ira  C.  Copely,  owner  of  the  Herald,  who 
purchased  the  News  some  time  ago,  de¬ 
cided  to  publish  only  one  evening  paper 
here. 

Atchison,  Kan. — A  stock  company 
comiioscd  of  Sheffield  Ingalls,  Wilbur  C. 
Hawk,  O.  .4.  Simmons  and  A.  S.  and 
E.  P.  .4ndereck  has  been  organized  to 
suci-eed  .4ndereck  Brothers  as  owners  and 
puhlishers  of  the  Daily  Champion. 


Houston,  Tex — The  printing  plant  of 
the  Telegram  Publishing  Company  was 
sold  at  public  auction  on  April  22,  by 
a  receiver.  It  is  announced  that  a  stock 
company  is  being  formed  to  issue  a  new 
morning  paper. 

SiiELBYVTLLE,  Ind. — John  J.  Wingate, 
editor  of  the  Morning  News,  has  dis- 
|)osed  of  his  interest  in  the  paper  to 
Ixuiis  E.  Iloltman,  Glendon  F.  Hackney, 
and  Emil  and  Joseph  licutgeneau.  Mr. 
Wingate,  who  has  been  connected  with 
Indiana  newspapers  for  more  than  fifty 
years,  will  retire. 


NEW  INCORPORATIONS. 

New  York  City. — Rogers  Silverware 
Advertising  Bureau,  $10,000;  advertising, 
premium  stamps.  H.  H.  Waller,  W.  A. 
Winter,  C.  D.  Clark. 

Troy,  N.  Y. — Byron  G.  Moon  Com¬ 
pany,  $5,000 ;  advertising.  K.  D.  Groee- 
beck,  E.  H.  Walker,  Byron  G.  Moon. 

Shawnee,  Okla. — The  News-Herald 
Publishing  Company  has  been  incor¬ 
porated  with  a  capital  stock  of  $25,000. 
Incorporators :  Otis  B.  Weaver,  M. 

.Ternigan  and  L.  Cranston.  This  com¬ 
pany  will  publish  the  News-Herald  as  a 
daily  morning  paper,  and  is  formed  by 
the  consolidation  of  the  two  companies 
formerly  publishing  the  News,  an  after¬ 
noon  Republican  paper,  and  the  Herald, 
a  morning  Democratic  paper. 


The  Multiple 
Linotype  Wayj'Is  the 
Modern  Way 

It  needs  the  same  kind  of  skill 
and  genius  to  set  type  well  by 
hand  that  it  takes  to  set  type 
well'  on  the  Linotype.  The 
hand  compositor,  who  fails  in 
appreciation  of  beauty  of  type 
form  and  arrangement,  fails 
by  hand — he  would  also  fail 
with  the  Linotype 

MERGENTHALER  LINOTYPE  COMPANY 
TRIBUNE  BUILDING,  NEW  YORK 

CHICAGO  SAN  FRANCISCO  NEW  ORLEANS 

CANADIAN  LINOTYPE,  LIMITED,  TORONTO 


A  D«w  moathi^  mavasme  derotad  to  tho  Jitaoy  mtoroals 

There  are.  many  thousands  of  Jitney  busses  in  CONSTANT  use. 
Tremendous  mileage — Large  orders  from  dealers  and  manufacturers 
— A  new  field  for  advertisers.  Write  for  particulars. 

PALMER  PUBLISHING  COMPANY 

225  nFTH  AVENUE,  NEW  YORK 


THE  EDITOR  AND  PUBLISHER  AND  JOURNALIST. 


the  Giant  Tire  Company,  “Giant  Auto 
'1  irea,’’  Akron,  Dhio. 


TIPS  FOR  THE  AD  MANAGER. 

Cowen  Company,  30  Union  square, 
New  York  City,  is  puttiiij;  out  large 
copy  for  1*.  Lorillard  Company  (Murad). 

llromtield  &,  Field,  Inc.,  171  Madison 
avenue.  New  Y'ork,  are  placing  a  ten- 
inch  advertisement  in  a  list  of  eastern 
daily  newspapers  for  the  Department  of 
Tours,  (Jhicago,  Unibn  Pacific  and  North¬ 
western  Line. 


Johnson  .Advertising  Corporation,  20  E. 
Jackson  Hhd.,  t^hicago.  111.,  is  forwarding 
ordeis  to  newspapers  in  some  Western 
cities  for  the  Canadian  Pacific  K.  U.  Com¬ 
pany  of  (  hicago,  New  York  City  and 
•Montreal,  Canada. 


The  following  newspapers  are  members  of  the  Audit  Bureau  of  Circula¬ 
tions  and  grant  the  right  to  the  organization  to  examine,  through  qualified 
auditors  or  independent  auditing  concerns,  who  are  certified  public  account¬ 
ants,  any  and  all  hills,  news-agents’  and  dealers’  reports,  papers  and  other 
records  considered  by  the  Board  of  Control  necessary  to  show  the  quantity 
'I  he  .stei  liiig  Gum  Company,  200  Fifth  of  circulation,  the  sources  from  which  <it  is  secured,  and  where  it  is  dis- 
aveinie.  New  York  City,  and  the  Aeolian  tributed. 

Company,  29  Wrsit  42d  street.  New  Y’ork 
Jean  Dean  Barnes,  354  Fourth  avenue.  City,  have  transferred  their  acc-oiints  to 
New  Y'ork  CYty,  will  shortly  place  or-  the  Blackmaii-Hoss  Company,  95  Madison 
tiers  with  the  same  list  of  papers  as  last  avenue,  New  York  City. 

year  for  B.  Priestly  &  Co.,  “Priest  l.»  - - 

Craveiiette  Mohair  Suits,”  and  (Aruit-  Carpenter  &  CYrrcoran,  20  Cortlandt 
auld’s  •tVavenette  Escorts,”  354  Fourth  street.  New  York  CMty,  are  placing  or- 
aveiitre.  New  Y’ork  (Jity.  tiers  with  a  few  Eastern  papers  for  the 

- - -  ,  W  hite  Tar  Company,  "White  Tar  Moth- 

The  Massengale  Advertising  Agency,  prtrof  Bags,”  104  John  street.  New  Y’ork 
Candler  Building,  Atlanta,  Ga.,  and  City. 

D’An-y  Advertising  Company,  Interna-  *  - 

tional  Life  Building.  St.  laruis,  YIo.,  are  l>unlap-Wartl  .Advertising  Company, 
again  making  contracts  with  a  large  list  123  West  Madison  avenue,  Chicago,  Ill., 
of  newspapers  for  the  tkrco  Cola  Com-  is  making  5,0tH)  1.  contracts  with  news- 
pany  of  Atlanta.  pa|>ers  in  the  Western  zone  for  the  Heg- 

-  ninth  lailioratory  Company,  “Noxema.” 

Arthur  Woodward,  Ixiiigacre  Building, 

New  Y’ork  City,  is  placing  classified  or¬ 
ders  with  some  Southern  newspa(>ers  fur 
Blanchard  Brothers,  Inc.,  King  11.  Ger- 
lach,  lifth  and  Eighth  avenue,  Bruoklvn, 

N.  Y. 


ALABAMA. 


NEW  JERSEY. 


Adlmry  l>«rk 


JOUUNAI, 


Kllzalieth 


pke-sr-chkoxicij: 


’ater«on 


ARIZONA. 


COrUlER-NEWS 


riaiiifleld 


NEW  YORK. 


CALIFORNIA. 


('orUlEU  &  ENQL'IItER . Buffalo 

BXAMINKK  . lx>s  Aniteles  H.  PUOUKESSO  1TAI.O  A.MEKICANO.New  York 

A.  B.  C.  Audit  reiKirtH  ahow  larKcat  Morning  and 
Sunday  oln'iilation.  tJreatost  Home  Itelivery 


OHIO. 


San  Francispo 


1‘I.AIN  DEAIJ'IK 


■  Cleveland 


Circulation  fur  Man-h.  1111! 


Daily 

Atlanta 


.rolin  M.  Ijeddy,  41  Park  Bow,  New 
Y’ork  City,  is  again  placing  copy  with 
mail  order  newspapers  for  the  Corliss 
Limb  Sjiecialty  Company,  140  West  42d  1.JJDGBK 
street,  New  Y’ork  City. 


Vl.NDlCATOR 


Yoiint^MtowD 


CHUOXICIJC 


Augusta 


.Columbus 


PENNSYLVANIA. 


ILLINOIS. 


Lyddoii  &  Hanford,  Cutler  Building,  heraiai 
Rochester,  N.  Y'.,  are  sending  out  orders 
to  newspapers  in  cities  where  the  Roch¬ 
ester  Candy  Works,  “Declara  Candy,” 
Rochester,  N.  Y’.,  have  distribution. 


■  Joliet 


George  Batten  Company,  Fourth  Ave¬ 
nue  Building,  New  York  City,  it  is  re¬ 
ported,  will  shortly  issue  orders  to  news¬ 
papers  for  the  Qiquot  Club  Company, 
"C.  C.  C.”  Products,  Millis,  Mass. 

Calkins  &  Holden,  250  Fifth  avenue, 
New  Y’ork  City,  are  issuing  copy  to  a  se¬ 
lected  list  of  newspapers  for  H.  J.  Heinz 
&  Co.,  “Heinz  Products,”  Pittsburgh,  Pa. 


DAILY  IlEMOfUAT 
P*^*^**  TIMt-S  LEADER  . . . 


•JohnutowD 


Sl'AR  (Clnulation  21,589) 


■  Wilkes-Barre 


IOWA. 


SOUTH  CAROLINA. 


REGISTER  &  I.KADEK . Des  .Moines 

EVE.N’ING  TRIBCNE . Des  Moines 

tlssential  to  <sjvering  Des  Moines  and  vicinity. 


Joiies-Morton,  .Tohnstown  Trust  Build¬ 
ing,  .Johnstown,  Pa.,  it  is  reported,  will 
shortly  put  out  orders  with  Pennsylvania 
iiewspajiers  for  the  National  Radiator 
(Vimpany,  Johnstown,  Pa. 


THE  TIMES  JOl'RXAL 


Dulmque 


SU'tE.SSKtlL  FARMING . Des  .Moines  BANNER 

TdO.OOtt  <'lreulatiou  K>iaraiitee<I  or  no  pay.  _ 

Reaches  more  farmers  In  the  North  Central 
States  than  are  reached  liy  any  other  piildlca- 
tion.  - 


Nashville 


E.  LeRoy  Pelletier,  Detroit,  Mich.,  is 
reported  to  have  charge  of  the  newspaper 
advertising  of  the  Reo  Automobile  Com¬ 
pany,  Detroit,  Mich. 


Frank  Presbrey  Company,  4.)6  Fourth 
avenue.  New  Y’ork  City,  is  placing  or¬ 
ders  with  large  city  newspapers  for  the 
.Tune  niimlier  of  Hearst’s  Magazine.  119 
West  40th  street.  New  Y’ork  City. 


ENTERPRISE  . Beaumont 

Covers  Ehst  Texas  and  West  Louisiana 


KENTUCKY, 


.M.VSONIC  HOME  JOT’RNAL . IxHilsvIlle,  Ky. 

iSemi-Monthly,  33  to  &t  pages.)  GiiaranteiMl 
largest  eircniation  of  any  Masonic  piil.lieation  in 
tile  world.  In  excess  of  90.000  eo|>ies  inontlily. 


STAR-TELEGRAM  . Fort  Worth 

Net  Paid  Circulation,  35.000  dally.  Ovt'r  50% 
more  net  |«ld  city  elreiilation  and  over  5.000 
more  net  paid  Sunday  eireulatlon  than  any  other 
paper  in  Fort  Worth. 


J.  Walter  Thompson  Company,  44  East 
2:J<1  street.  New  Y’ork  City,  is  making 
3,000  1.  contracts  with  a  selected  list  of 
newspapers  for  C.  J.  Moffett  Medicine 
Company,  St.  Louis,  Mo. 


RECOGNIZED  AGENTS 

(Concliidrd  from  page  103S.) 


LOUISIANA. 


-  CHRONICLE  . Houston 

New  Orleans  The  Chronicle  guarantees  a  elreiilation  of  a'l.lNIO 
dally  and  43,00(1  Sunday. 


TIMES  PICAYUNE 


MARYLAND. 


Taylor-Critchfield-riagup  Co.  (Inc.),  Brooks 
Bldg.,  Chicago.  III.  :  Fuller  Bldg..  N.  Y. 
City. 

Thomas  Adv.  Service  (Inc.).  Florida  IJfe 
Bldg..  Jacksonrille,  Fla. 

Tliompson-Carroll  Co.  (Inc.),  I..eader-Xew8 
Bldg.,  Cleveland,  t). 

Thompson,  J.,  Walter  Co.  (Inc.),  44  E.  2.Sd 
St.,  N.  City ;  '  Lytton  Bldg.,  Chicago, 
BI. ;  201  Devonshire  St..  Boston,  Mass. 
Tobias  Bros.,  2.'>8  Broadway.  X.  Y’.  City. 
Tomer  .Adv.  .Agency,  (Inc. I,  294  Washing¬ 
ton  St.,  Boston,  Mass. 

Touzalln,  Cbas.  H..  .Agency  (Inc.),  Kesner 
Bldg.,  Chicago,  III. 

Tracy-l’arry  Co.  (Inc.),  I^afavette  Bldg.. 
Philadelphia.  Pa. 

Trades  .Adv.  Agency  (Inc.).  11S2  Broadway, 

W.  T.  Hanson  (Yimpany,  “Dr.  Williams’ 

Pink  Sohenertady,  N.  Y.,  has  re-  lA)uis  V.,  41  Park  How,  X.  Y.  City. 

newe<l  a  few  i‘ontraots  where  they  have 
expired. 


POST  . Iluuston 

Over  80%  city  eimiUtion  to  iv{?ul«r  Rtilwerib' 
ers  by  carrier.  Hie  “Home  ra|>er**  of  South 
Texa!4,  *10,000  j^iiaraiiteed. 


Morse  International  Agency,  Fourth 
avenue  and  30th  street,  New  Y’ork  City, 
generally  place  orders  aliout  this  time  of 
the  year  for  the  Rumford  Chemical  Com¬ 
pany,  “Horsford’s  Acid  Phosphate,”  Prov¬ 
idence,  R.  I. 


THE  SUN  . Baltimore 

Has  a  comhliiiM  net  paid  cinnlation  of  145,563 
copies  daily.  IIO.OINI  of  wliieli  go  i  ito  homes  in 
Baltimore  City  and  siilmriM.  SiiiulHy  net  paid, 
87.376. 


TEIJCORAM 


■  Temple 


Net  paid  circulation  over  6,000. 


MICHIGAN. 


UTAH, 


i’Al  RIOT  (No  Monday  Issue) . Jackson 

Average  thret-  iiiontlis  ending  March  31,  1915: 

Daily.  Il.:t49;  Sunday.  13.104.  Menilicr  "Amer-  HERALD-REPUBI.JCAN 
i•  nn  Newspaiier  Pul).  .Ass’n.”  “Gilt  Edge  News- 
|)ai)ers,''  aud  A.  B.  C. 


Getirge  L  Dyer  Company,  42  Broadw’ay, 
New  Y’ork  City,  is  sending  out  orders  to 
some  Eastern  newspapers  for  the  Wick 
Narrow  Fabric  Company,  “Wick’s  Hat 
Rands,”  Philadelphia,  Pa. 


■  Salt  I4ike  City 


WASHINGTON. 


THE  STATE  JODRNAI . Lansing - 

la-ading  afternoon  dally  of  Central  Michigan;  I’OST-INT'ELLIGENCBR 
three  editions  two  cents. - 


Seattle 


Van  Cleve  Co.  (Inc  ),  1790  Broadway;  X.  Y. 

City. 

Van  Haagen  Adv.  Agency,  1420  Chestnut 
St.,  Pbfiadclphla.  l*a. 

Volkmann,  M..  Adv.,  Agimey,  Bei'kman 
St,  N.  Y.  City. 

Vreeland,  E.  E.  (Inc.),  .T.'iO  IVest  .38th  St., 

N.  Y.  City. 

\V 

Wade,  .Adv.  Agency,  Old  Colony  Bldg..  Clil- 
eago,  III. 

Wales  Adv.  Co.,  12."i  K.  2.3d  St..  X.  Y.  City. 

Walker  .Adv.  .\geiiey.  Hi.")  Kearny  St.,  San 
Francisco.  Cal. 

Walker,  Ihidley,  &  Co..  Peoples  (las  Bldg., 

Chicago.  111. 

AValker-I.4>ngfcllow  Co.  (Inc.).  .'>0.7  Boylston  the  pritrilege  of  a  careful  and  exhaustiTe  inTCStication. 
St.,  Boston,  Mass. 

Walton  Adv.  A  I*tg.  Co.,  1.7  Exchange  St., 

Boston.  Mass. 

Well.  Joseph.  Co..  Jenkins  Arcade  Bldg., 

Pittsliiirgh,  Pa. 

Wetherald,  Jas.  T.,  221  Columbus  .\Te.,  Bos¬ 
ton.  Mass. 

WilliamH.  Fred  C.,  108  Fulton  St.,  X.  Y. 

('Ity. 

IVilliams  &  Ciinnyngham  (Inc.),  .79  E. 

Madison  St.,  Chicago,  III. 

Wilson,  O.  Adv.  Co.  (Inc.),  Hcarst  Bldg., 

(''hicago.  III. 

Wlneburgh.  M.,  &  Co.,  .770  Mflli  Ave.. 

X.  V.  Clly. 

Wood.  Putnam  &  Wood  Co.  (Inc.).  Ill 
Devonshire  St..  Itoston.  Mass. 

Wrlghley  Adv.  Agency,  111  W.  Washington 
St.,  (jhicago,  III. 

Y 

Y'oiing,  Henri  &  Ilurat  (Inc.),  Peoples  Gas 
Bldg.,  (jhicago.  III. 


Street  &.  Finney,  171  Madison  avenue. 
New  Y’ork  CYty.  are  sending  out  orders 
to  iiewspa|>6rs  where  the  (jouiity  Derry 
Linen  tompany,  “Derryvale  Linen,”  369 
Broadway.  New  Y’ork  (Yty,  secure  agents. 


•Jos.  Weil  ('oiu|»any,  Jenkins  Arcade 
Building,  Pittsburgh,  Pa.,  is  issuing  or¬ 
ders  to  a  selected  list  of  iiewspa|8‘r8  for 


ROLL  OF  HONOR 


NEW  YORK. 


Bwora  Met  Paid  OircnlatioB  for  6  Koathi 
Eadiug  Kazeb  tl.  19U 


ILLINOIS. 


SKANDINAVEN 


BOLLETTINO  DEIJ.A  SERA 


INDIANA. 


Gala  ovor  Oetebor  1,  1914 .  5tS  copiss 

Koraiag  papor  LOST . 7.04t  cepisa 

Othar  ovoaiag  paper  LOST . 7,S'7t  oopist 

We  guarautre  the  largest  white  home  de- 
livrivd  evenlnc  <  Irrnlatioa  in  the  trade  ter¬ 
ritory  of  New  Orleans. 

To  reach  a  large  majority  of  th<-  trade 
pruapecte  In  the  local  territory  the  States  is 
the  loglial  and  economic  medium. 

Cir<'ulatlon  data  aent  on  request. 

THE  S.  C  BECKWTTH  SPECIAL  AGENCY 
Sole  Foreign  Representatives 
Vow  Tsifc  (aUoago  St.  Lsaia 


PENNSYLVANIA. 


■  Notre  Ihiine 


THE  AVE  MARIA 


■  IJncoln  Av.  circ.,  1912,  114,371;  '13,  127,722;  '14,  140.342 


Roliert  &  MaoAvinche,  30  North  Dear¬ 
born  street,  (Chicago,  Ill.,  are  making 
10.000  line  contracts  with  some  news- 
pajiers  in  the  Western  zone  for  F.  W. 
Dt-voe  and  C.  T.  Reynolds  G-onipany, 
paints,  etc. 


Richard  A.  Foley  Advertising  Agency, 
Riilletin  Building,  Philadelphia,  Pa.,  is  is¬ 
suing  new  schedules  for  Liggett  &  Myers 
Tobacco  -Company,  “Velvet  .Toe  Smoking 
Tol)ae<H>,”  etc., .St.  Louis,  Mo.,  and  New 
Y’ork  City. 


Zoblan.  James,  225  Fifth  Ave.,  N.  Y.  City. 


MINNESOTA. 

CANADA. 

TKIIU'NK,  MtirniiiK  a>Ml  Brenin}?.... 

Miimpai)olls 

MISSOURI. 

BRITISH  COLUMBIA. 

I'GST-DISP.YTrn  . 

...St.  Ix>ais 

WORLD  . 

. .  .Vancouver 

MONTANA. 

ONTARIO. 

MINER  . 

FREE  PRESS  . 
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—  Publishers  — 

ON  TO  CHICAGO  IN  JUNE 

Is  the  Slogan  of  the 

Allied  Trades 

on  account  of 

The  Third  National  Exposition  of  the  Printers,  Advertising, 
Publishing,  lithographing.  Paper,  Business  Equipment, 
Stationery,  Paper  Box  Maoofactnrers,  and  All  Allied  Trades 

BONG  HELD  in  the  COLISEUM,  JUNE  19th  to  26th 


f 


Also  the  International  Association  of  Manufacturing  Photo-Engravers 

Do  you  realize  this  Gigantic  Exposition  is  only  about  six 
weeks  away  and  a  large  part  of  the  space  is  sold? 

Among  those  who  have  contracted  for  and  reserved  space  to  date  are  Manufacturers  of  Printing  Presses,  Folding  Machines, 
Perforating  Machines,  Numbering  Machines.  Offset  Printing  Presses,  Binding  Machines,  Stitching  Machines,  Paper  Box 
Making  Machines,  Mailing  Machines,  Printing  Inks,  Paper,  Paper  Boxes,  Paper  Knives,  Paper  Trucks  and  Scales,  Baleing 
Presses,  Electric  Motors,  Printers  Blocks  and  Register  Hooks,  Gold  Leaf,  Engraving,  Lithographing,  Photo-Engraving, 
Printing  and  Printing  Trade  Publications. 

Will  You  Be  Among  the  Progressive  Concerns  Who  Will  Take  Part? 

Better  arrange  now  so  that  you  will  get  your  share  of  the 
orders,  leads  and  publicity  to  be  obtained  through 
an  exhibit  in  this  Exposition 

Be  prepared  to  **Ride  on  the  crest  of  the  wave  of  Prosperity”  which  is  coming, 
hy  taking  space  in  this  Expositi<m. 

For  marked  diagrams  and  all  particulars  address — 

NATIONAL  EXPOSITION  COMPANY,  Inc. 

HARRY  A.  COCHRANE,  President 

Suite  1305,  Advertising  Bldg.  Telephone,  Randolph  sss  Chicago,  Illinois 


“CONVENTION  WEEK” 

of  the  Associated  Ad  Clubs  of  the  World 
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ARE  YOUR  COMICS 
MAKING  GOOD? 

THE  BACKBONE  of  the  circulation  of  the  Sunday  paper  is  the  Comic  Supplement. 

IF  YOUR  Comic  Supplement  is  not  right  nothing  else  in  your  paper  will  take  its  place 
as  a  circulation  builder. 

The  Right  Sort  of  Page  makes  more  friends  and  the  wrong  sort  of  page  loses  more 
friends  for  a  paper  than  any  other  single  feature  appearing  in  it. 

IN  THE  COURSE  of  fifteen  years  we  have  tested,  rejected  and  accepted,  with  the 
result  that  we  now  control  a  combination  of  pages  that  have  proven  their  capacity  to 

“MAKE  GOOD.” 

Here  they  are: — 

Comic  Pages 

Supplied  in  mat  form  or  four-page  printed  parts. 

Cory’s  Kids,  by  J.  Campbell  Cory 

Home  Wanted  by  a  Baby,  by  Clare  Victor  Dwiggins 

Hank  and  His  Animal  Friends,  by  Walt  McDougall 

Pa’s  bnported  Son-in-Law,  by  £.  W.  Carey 

The  Doings  of  the  Van  Loons,  by  Fred  I.  Leipziger  . 

Dem  Boys,  by  “Karls” 


J.  CAMPBEL!-  CORY,  the  creator  of  “Cory’s 
Kids,’’  is  one  of  th»;  most  famou;  cartoonists  in  the  United 
States.  His  cartooi  work  during  1897  on  The  New  York 
Evening  Journal  broug.  *  him  into  prominence  and  his  rise 
was  meteoric. 

DURING  THE  Spanish  War  he  was  cartoonist  on  The 
New  York  Evening  World;  later  he  became  cartoonist 
for  the  Scripps-McRae  papers,  after  which  he  joined  the 
staff  of  The  Chicago  Journal.  He  is  now  producing  comic 
work  exclusively  for  us.  We  believe  that  his  “Cory’s 
Kids’’  is  destined  to  be  the  big  kid  comic  of  the  near  future. 

THE  PAGELS  in  which  Cory  introduces  “The  Gang’’ 
of  real  boys,  full  of  genuine  boy  fun  and  stunts,  have  more 
laughs  to  the  square  inch  than  yards  of  the  old-time,  im¬ 
possible,  slap-stick  youngsters. 

DURING  THE  last  twenty  years  the  work  of  Clare 
Victor  Dwiggins  has  appeared  in  the  leading  papers  of 
the  country.  His  “Home  Wanted  by  a  Baby’’  was  such 
a  remarkable  success  as  a  daily  strip  that  we  are  now  put¬ 
ting  it  out  as  a  full  page  in  four  colors.  Every  Sunday 
Dwiggins’  deli^tful  baby  “Tags’’  is  to  be  found  on  a 
different  doorstep,  looking  for  the  ideal  home.  Its  experi¬ 
ences  give  the  artist  an  opportunity  to  express  the  satire, 
philosophy  and  humor  for  which  he  is  justly  famous. 


WALT  McDOUGALL  is  too  well  known  as  the  “Dean 
of  Comic  Artists’’  to  need  any  further  commendation 
from  us.  It  suffices  to  say  that  the  years  only  add  to  the 
public  interest  in  and  appreciation  of  “Hank  and  His 
Animal  Friends.’’ 

E.  W.  CAREY  is  doing  his  best  work  in  “Pa’s  Imported 
Son-in-Law,’’  and  he  has  done  some  mighty  good  work 
for  the  leading  New  York  and  Chicago  papers.  He  has 
recently  introduced  the  famous  film  actor,  Charlie  Chap¬ 
lin,  into  the  series.  Since  then  the  fun  has  been  faster  and 
more  furious  than  ever.  It  would  be  difficult  to  conceive 
of  a  more  humorous  combination  than  the  languid,  aristo¬ 
cratic,  tea-drinking  Englishman,  who  is  the  Imported  Son- 
in-Law,  and  the  irrepressible  Charlie  Chaplin. 

FOR  NINETEEN  YEARS  Fred  I.  Leipziger  was 
cartoonist  for  the  Detroit  News.  For  four  years  we  have 
been  syndicating  his  Sunday  page  and  daily  strip  “The 
Doings  of  the  Van  Loons.’’  Papers  that  have  been  pub¬ 
lishing  it  for  years,  such  as  The  Kansas  City  Journal  and 
The  Louisville  Courier- Journal,  have  tried  to  give  their 
readers  a  change.  But  the  readers  would  not  submit  to  a 
substitution.  They  had  to  resume  the  Van  Loons. 

“He  Laughs  Best  Who  Laughs  Last.’’ 


Our  G>mic8  Laugh  Best  When  the  Circulation  Reports  Come  In 

Next  week  we  will  tell  you  our  record  in  daily  comics  and  announce  a  remarkable  new  series  \^duch  we  will 
release  shortly.  In  the  meantime,  we  will  be  glad  to  send  you  sanq>le8  of  both  Sunday  and  daily  comics. 

McCLURE  NEWSPAPER  SYNDICATE,  45  West  34th  Street,  Ncw  York 


THB  TBCHMiCAL  PRIMB. 
KBW  TOXK. 


